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ABSTRACT 
I n H o n g K o n g , t h e p a c e o f l i f e i s s o r a p i d a n d m a n y p e o p l e c a n n o t s t a y 
l o n g h o u r s t o e n j o y m e a l s . M e a n w h i l e , w i t h t h e d o w n t u r n o f e c o n o m y i n H o n g K o n g , 
m o r e a n d m o r e p e o p l e v i s i t f a s t f o o d r e s t a u r a n t s . W h a t t h e y a r e l o o k i n g f o r i s 
e f f i c i e n t , c r e a t i v e , h i g h - q u a l i t y , l o w - p r i c e d b u t s p e c i a l c u i s i n e s . O n t h e o t h e r h a n d , 
t h e f a s t f o o d i n d u s t r y i s d o m i n a t e d b y l a r g e p l a y e r s , w h i c h a r e o p e r a t e d b y l o c a l a n d 
f o r e i g n c o m p a n i e s . T h i s p a p e r a i m e d a t a n a l y z i n g t h e c u s t o m e r s ' v a l u e i n t h e f a s t 
f o o d i n d u s t r y i n H o n g K o n g , i n v e s t i g a t i n g t h e s u s t a i n a b i l i t y o f a l o w - p r i c e d s t r a t e g y 
o f f a s t f o o d r e s t a u r a n t s , a n d e x p l o r i n g t h e p o t e n t i a l o f C u s t o m e r R e l a t i o n s h i p 
M a n a g e m e n t ( " C R M " ) in t h i s i n d u s t r y . B y c o n d u c t i n g q u e s t i o n n a i r e s , d a t a w e r e 
c o l l e c t e d f r o m a s a m p l e o f 3 5 5 r e s p o n d e n t s . T h e r e s u l t s u c c e s s f u l l y s h o w e d d i f f e r e n t 
c o n s u m p t i o n b e h a v i o u r s a s s o c i a t e d w i t h d i f f e r e n t o c c u p a t i o n a l s e g m e n t s a n d 
i l l u s t r a t e d w h y f a s t f o o d r e s t a u r a n t s s h o u l d t r e a t c u s t o m e r s i n d i v i d u a l l y . T h i s p a p e r 
f i n a l l y c o n c l u d e s t h a t C u s t o m e r R e l a t i o n s h i p M a n a g e m e n t ( " C R M " ) c a n b r i n g l o n g -
t e r m b e n e f i t s , i m p r o v e t h e o p e r a t i o n o f t h e c o m p a n y a n d h e l p t h e m s u s t a i n t h e i r c o r e 
c o m p e t e n c e s . 
ii 
TABLE OF CONTENTS 
ABSTRACT i 
TABLE OF CONTENTS ii 
LIST OF CHARTS V 
LIST OF FIGURES V 
CHAPTER 
I. INTRODUCTION 1 
II. THE BUSINESS ENVIRONMENT OF CATERING INDUSTRY 3 
DEMOGRAPHIC ENVIRONMENT 4 
ECONOMIC ENVIRONMENT 5 
SOCIAL-CULTURAL ENVIRONMENT 7 
III. THE INDUSTRY ENVIRONMENT OF CATERING MARKET IN HONG KONG 8 
RIVALRY AMONG COMPETING FIRMS IN INDUSTRY 9 
CAFE DE CORAL 9 
FAIRWOOD HOLDINGS 10 
MAXIM 'S GROUP 11 
LOCAL SMALL INDIVIDUAL FAST FOOD RESTAURANTS 11 
MCDONALD'S 12 
KENTUCKY FRIED CHICKEN 13 
DELIFRANCE 13 
THREATS OF NEW ENTRANCE 14 
BARGAINING POWER OF CUSTOMERS 14 
THREATS OF SUBSTITUTES 16 
INFLUENCE OF STAKEHOLDER : 17 
COMMENTS FROM NUTRITION SPECIALISTS 18 
GOVERNMENT REGULATIONS 18 
ENVIRONMENTALISTS 19 
BARGAINING POWER OF SUPPLIERS 2 0 
S U M M A R Y OF THE ANALYSIS ON INDUSTRY ENVIRONMENT 21 
IV. THE EXISTING CUSTOMER RELATIONSHIP MANAGMENT IN FAST FOOD 
INDUSTRY 23 
THE CURRENT ROLE OF C R M IN FAST FOOD INDUSTRY IN HONG KONG 2 4 
V. CUSTOMER SURVEY 27 
POSITIONING OF FAST FOOD RESTAURANTS RANKED BY CUSTOMERS 2 8 
iii 
CUSTOMERS' CONSUMPTION BEHAVIOURS 2 9 
NUMBER OF VISITS 30 
FACTORS INFLUENCING THE CHOICE 30 
FACTORS CREATING NEGATIVE EXPERIENCE 37 
SUMMARY OF RESULTS 4 0 
VI. RECOMMENDATION ON IMPLEMENTING CRM IN FAST FOOD INDUSTRY 41 
CONSIDERATION OF IMPLEMENTING C R M 4 1 
DEFINE THE OBJECTIVE 4 3 
DEFINE THE CUSTOMER 4 4 
DESIGN OF THE C R M BUSINESS MODEL IN THE BUSINESS OPERATION 4 5 
IMPLEMENTATION AND TRAINING 4 7 
DATA COLLECTING FROM CUSTOMERS 48 
DATA ANALYSIS FOR BRANCH CONTROL 50 
DATA TRANSFER TO SUPPLIERS 51 
DATA FLOW TO FINANCIALS AND ACCOUNTING 51 
DATA USED BY SALES AND MARKETING 52 
DATA ANALYSIS FOR PROCUREMENT AND INVENTORY CONTROL 52 
STAFF ARRANGEMENT 53 
MEASURE RESULTS, MAINTAIN AND OPERATE 5 3 
VII. THE IMPORTANCE OF CRM TO THE FAST FOOD INDUSTRY 55 
WINNING IN THE COMPETITION 5 6 
EASY TO DEFINE TARGET CUSTOMERS 5 8 
RETAIN LOYAL CUSTOMERS AND ATTRACT NEW CUSTOMERS 5 9 
IMPROVE CUSTOMER SERVICE 60 
IMPROVED MARKETING AND CROSS-SELLING EFFECTIVENESS 6 0 
IMPROVE BRAND / CORPORATE IMAGE 61 
UTILIZATION OF RESOURCES 6 2 
COORDINATION WITH EXTERNAL PARTIES 63 
FACILITATE OF INTERNAL OPERATION 63 
VIII. THE REASON FOR LOW USAGE OF CRM IN THE INDUSTRY 65 
IX. CONCLUSION 68 
APPENDIXES 69 
APPENDIX 1 EXHIBIT 1 ： THE STATISTICS OF RESTAURANT RECEIPTS & PURCHASE FOR 2 Q 2002 . . . . 6 9 
APPENDIX 2 EXHIBIT 2： THE MOVEMENT OF TOTAL RESTAURANT RECEIPTS 2 Q 2 0 0 2 6 9 
APPENDIX 3 EXHIBIT 3: THE G D P OF HONG KONG FROM ( 2 0 0 1 - 2 0 0 2 ) 7 0 
APPENDIX 4 EXHIBIT 4 : THE EMPLOYMENT DISTRIBUTION 7 0 
iv 
APPENDIX 5 EXHIBIT 5: THE POPULATION STRUCTURE IN YEAR 2 0 0 1 7 0 
APPENDIX 6 EXHIBIT 6： THE 5-YEAR FINANCIAL SUMMARY OF CAFE D E CORAL 7 1 
APPENDIX 7 THE ENGLISH AND CHINESE VERSION OF THE QUESTIONNAIRE 7 3 
APPENDIX 8 RESULTS OF THE SURVEY： PART 1 7 9 
APPENDIX 9 RESULTS OF THE SURVEY： PART II 8 0 
APPENDIX 10 RESULTS OF THE SURVEY： PART III 8 5 
APPENDIX 11 RESULTS OF THE SURVEY： IMPLICATION 8 7 
BIBLIOGRAPHY 88 
V 
LIST OF CHARTS 
CHART 1: FAST FOOD RESTAURANTS THAT ARE FREQUENTLY VISITED BY DIFFERENT CUSTOMER 
SEGMENTS 3 2 
CHART 2: FAST FOOD RESTAURANTS THAT ARE SATISFIED BY DIFFERENT CUSTOMER SEGMENTS 3 2 
CHART 3： THE AVERAGE SCORE ON REASONS IN SELECTING FAST FOOD RESTAURANTS 3 4 
CHART 4： SATISFACTORY CAMPAIGNS THAT HAVE BEEN EXPERIENCED BY DIFFERENT CUSTOMER 
SEGMENTS 3 5 
CHART 5: THE AVERAGE SCORE ON THE REASONS OF VISITING FAST FOOD RESTAURANTS MORE OFTEN . 3 7 
CHART 6: REASONS OF DISSATISFACTION BY DIFFERENT CUSTOMER SEGMENTS 3 8 
L I S T O F F I G U R E S 
FIGURE 1 ： MICHAEL PORTER'S FIVE FORCES MODEL 8 
FIGURE 2: THE C R M ROADMAP 4 2 
FIGURE 3： THE SUGGESTED C R M BUSINESS MODEL 4 6 
FIGURE 4: THE BENEFITS GENERATED BY C R M 5 4 
CHAPTER I 
INTRODUCTION 
T h e t o p i c o f C u s t o m e r R e l a t i o n s h i p M a n a g e m e n t ( " C R M " ) i s b e c o m i n g 
p o p u l a r . T h e r e a r e a l s o n u m e r o u s a r t i c l e s , j o u r n a l s a n d t e x t b o o k s s t u d y i n g t h e 
r e l a t i o n s h i p o f c u s t o m e r s w i t h s p e c i f i c i n d u s t r i e s s u c h a s b a n k i n g , r e t a i l i n g a n d h o t e l . 
H o w e v e r , f e w a r t i c l e s a n a l y z e t h e c u s t o m e r r e l a t i o n s h i p i n t h e c a t e r i n g i n d u s t r y 
e s p e c i a l l y t h e f a s t f o o d r e s t a u r a n t s . O u r d e f i n i t i o n o f C R M i s i n l i n e w i t h J u l i e 
K e n y o n ' s ( 2 0 0 1 ) ^ n o t i o n w h i c h s t a t e d t h a t a c o m p r e h e n s i v e C R M a p p r o a c h s h o u l d 
i n v o l v e e a c h b u s i n e s s a r e a t h a t d e a l w i t h c u s t o m e r s s u c h a s m a r k e t i n g , s a l e s , 
c u s t o m e r s e r v i c e a n d f i e l d s u p p o r t . T h e s e b u s i n e s s a r e a s i n t e g r a t e p e o p l e , p r o c e s s 
a n d t e c h n o l o g y , i m p l y i n g t h a t e v e r y o n e i n t h e c o m p a n y a i m s a t s a t i s f y i n g t h e 
c u s t o m e r . T h e k e y C R M o b j e c t i v e s a r e t o i n c r e a s e ( 1 ) o p e r a t i o n a l a n d m a r k e t i n g 
efficiency，（2) c u s t o m e r l o y a l t y , a n d ( 3 ) l o n g - t e r m p r o f i t a b i l i t y . 
T h e s e a b o v e t h r e e o b j e c t i v e s a r e a p p l i c a b l e a n d e s s e n t i a l t o t h e f a s t f o o d 
i n d u s t r y . T h e n w h y n o t m a n y f a s t f o o d r e s t a u r a n t s i m p l e m e n t C R M ? I s it b e c a u s e 
t h e b e n e f i t s o f C R M c a n n o t b e a b l e t o m o r e o f f s e t t h e c o s t o f C R M i n t h i s i n d u s t r y ? 
I f s o , a r e t h o s e f a s t f o o d r e s t a u r a n t s w i t h t h e i r C R M a p p l i c a t i o n s m o v i n g i n a w r o n g 
‘Julie Kenyon, Cap Gemini Ernst & Young and Maria Vakola. 2001. "Evolving the Customer 
Relationship Management Paradigm in the Retail Industry." International Journal of Customer 
Relationship Management. Vol. 3, No 4. pp. 313-331. 
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d i r e c t i o n ? O r t h e y a r e s m a r t e r t h a n t h e o t h e r s w h o c a n s e e t h e h u g e b e n e f i t s b r o u g h t 
b y C R M ? A m i d t h e e c o n o m i c d o w n t u r n o f H o n g K o n g , s h o u l d t h e f a s t f o o d 
� r e s t a u r a n t s p r i m a r i l y k e e p t h e i r c o s t o r s h o u l d t h e y i n v e s t m o n e y t o t h e C R M a n d i n 
r e t u r n s a v e c o s t u l t i m a t e l y ? T h e s e a r e t h e q u e s t i o n a b l e a r e a s t h a t w e d e s i r e t o 
d i s c o v e r i n t h i s p a p e r . 
T h e m e t h o d o l o g y for t h i s s t u d y i s b a s e d o n a n a l y z i n g t h e b e n e f i t s a n d 
i m p o r t a n c e o f C R M in t h e f a s t f o o d i n d u s t r y . S u r v e y s w e r e c a r r i e d o u t i n o r d e r t o 
h a v e a b e t t e r u n d e r s t a n d i n g o n t h e e x p e c t a t i o n a n d s a t i s f a c t i o n o f c u s t o m e r s t o w a r d s 
t h e f a s t f o o d r e s t a u r a n t s . B y l o o k i n g i n t o M i c h a e l P o r t e r ' s S i x F o r c e s M o d e l , 
s t u d y i n g t h e e x i s t i n g C R M o f t h e i n d u s t r y a n d a n a l y z i n g t h e s u r v e y s , w e r e c o m m e n d 
h o w C R M w o r k s f o r t h e f a s t f o o d i n d u s t r y a n d i l l u s t r a t e t h e b e n e f i t s o f C R M t o t h e 
f a s t f o o d c o m p a n i e s , c u s t o m e r s a n d s u p p l i e r s . 
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CHAPTER II 
THE BUSINESS ENVIRONMENT OF CATERING INDUSTRY 
A c c o r d i n g t o J o e l I . N e l s o n ( 2 0 0 1 ) , c o n s u m e r e x p e n d i t u r e s i n e a t i n g 
o u t s i d e o f t h e h o m e l e d t o t h e g r o w t h i n f a s t f o o d a n d f u l l s e r v i c e r e s t a u r a n t s . T h e 
p o p u l a t i o n g r o w t h , t h e r i s e s in d i s c r e t i o n a r y e x p e n d i t u r e s a n d t h e c h a n g i n g o n 
d e m o g r a p h i c c h a r a c t e r i s t i c s r e l a t e s t o s i n g l e h o u s e h o l d f a m i l i e s , i n w o r k i n g w i v e s 
a n d m o t h e r s , a s w e l l a s r i s i n g i n c o m e s o f y o u n g a d u l t s , c a n n o t b e d e n i e d . T h e s e 
c h a n g i n g p a t t e r n s o f c o n s u m e r c o n s u m p t i o n d r i v e u p t h e p r o f i t o f c a t e r i n g i n d u s t r y . 
T h e c o m p e t i t i v e e n v i r o n m e n t s o f c a t e r i n g i n d u s t r y i m p o s e p r e s s u r e s a n d 
c o n s t r a i n t s o n c o m p a n i e s , a n d t h e y a l s o a f f e c t c o m p a n i e s ' s t r a t e g i e s . M o s t 
c o m p a n i e s c o m p e t i n g in a n i n d u s t r y o r a n i n d u s t r y s e g m e n t c o n t r o l s i m i l a r s e t s o f 
s t r a t e g i c a l l y - r e l e v a n t r e s o u r c e s a n d t h u s p u r s u e s i m i l a r s t r a t e g i e s e . g . a l o w - c o s t 
s t r a t e g y . R e s o u r c e s u s e d t o i m p l e m e n t s t r a t e g i e s a r e h i g h l y m o b i l e a c r o s s f i r m s . 
S t u d y i n g t h e e x t e r n a l e n v i r o n m e n t c a n h e l p i d e n t i f y t h e s t r a t e g y a p p r o p r i a t e f o r t h e 
i n d u s t r y w h i c h b r i n g s t h e r e t u r n s s o u g h t ; d e v e l o p a s s e t s a n d s k i l l s n e e d e d t o 
i m p l e m e n t t h e s t r a t e g y ; a n d u s e t h e f i r m ' s c o r e c o m p e t e n c e s t o i m p l e m e n t t h e s t r a t e g y . 
2 Joel I. Nelson. 2001，"On mass distribution: A case study of chain stores in the restaurant industry." 
Journal of Consumer Culture. Vol. 1, No. 1. pp. 119-138. 
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Demographic Environment 
A c c o r d i n g t o t h e C e n s u s a n d S t a t i s t i c s D e p a r t m e n t H o n g K o n g S A R ^ , 
H o n g K o n g h a s a p o p u l a t i o n o f m o r e t h a n 6 . 7 m i l l i o n p e o p l e w i t h a n a v e r a g e g r o w t h 
r a t e o f 0 . 9 % p e r y e a r . P o p u l a t i o n d e n s i t y i s v e r y h i g h w i t h a r o u n d 6 , 3 3 0 p e r s q u a r e 
k i l o m e t r e . T h e m a j o r i t y o f t h e p o p u l a t i o n l i v e s i n s m a l l a p a r t m e n t s , o f s i z e b e t w e e n 
3 0 0 a n d 7 0 0 s q u a r e f e e t . U n d e r t h e r e l o c a t i o n p o l i c y o f t h e H o n g K o n g S A R 
g o v e r n m e n t , t h e r e h a s b e e n a m a r k e d s h i f t o f p o p u l a t i o n f r o m t h e o v e r c r o w d e d 
c e n t r a l u r b a n a r e a s t o n e w " s a t e l l i t e t o w n s " i n t h e N e w T e r r i t o r i e s . 
I n 2 0 0 2 , t h e m e d i a n a g e o f t h e p o p u l a t i o n w a s r a n g e d from 4 0 t o 4 4 , 
g i v e n b y t h e C e n s u s a n d S t a t i s t i c s D e p a r t m e n t H o n g K o n g S A R . 3 0 . 2 % o f t h e t o t a l 
p o p u l a t i o n w e r e p e o p l e y o u n g e r t h a n 2 5 a n d 6 9 . 7 % w e r e o l d e r t h a n o r a t t h e a g e o f 
2 5 . T h i s i n d i c a t e s a n i n c r e a s i n g l y s o p h i s t i c a t e d a n d m a t u r e c o n s u m e r m a r k e t . O n t h e 
o t h e r h a n d , t h e m e d i a n m o n t h l y i n c o m e f r o m m a i n e m p l o y m e n t i n 2 0 0 1 w a s 
H K $ 1 0 , 0 0 0 . 
F o r t h e d i n n i n g o u t h a b i t , i n t h e p a s t , l o c a l t e a r e s t a u r a n t s (茶餐廳） a n d 
f a s t f o o d r e s t a u r a n t s w e r e m o s t l y f r e q u e n t e d f o r a q u i c k b r e a k f a s t a n d l u n c h . 
H o w e v e r , m o r e a n d m o r e p e o p l e v i s i t t h e s e v e n u e s f o r d i n n e r , w h i c h w i l l b e s h o w n i n 
o u r q u e s t i o n n a i r e s l a te r . O n e r e a s o n m a y b e d u e t o e c o n o m i c d o w n t u r n . M a n y 
3 "Hong Kong Statistics", The official website of Census and Statistics Department Hong Kong SAR 
http://www.info.gov.hk/censtatd/ 
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p e o p l e h a v e l o n g e r w o r k i n g h o u r s a n d h a v e l e s s t i m e t o e n j o y a f u l l m e a l , s o t h e s e 
c h e a p e r d i n i n g o p t i o n s f u l f i l t h e i r r e q u i r e m e n t s . L o c a l t e a r e s t a u r a n t s a n d f a s t f o o d 
s h o p s a r e f a s t a n d f i l l i n g , s a t i s f y i n g m a j o r c o n s u m e r s d e m a n d s . I n s o m e i n s t a n c e s , 
f a s t f o o d r e s t a u r a n t s a r e e v e n b e c o m i n g a f a m i l y d i n i n g v e n u e . 
Economic Environment 
U n d e r e c o n o m i c r e c e s s i o n in H o n g K o n g , s t a t i s t i c s o f r e s t a u r a n t r e c e i p t s 
a n d p u r c h a s e s g i v e n b y t h e C e n s u s a n d S t a t i s t i c s D e p a r t m e n t H o n g K o n g S A R 
s h o w e d a d e c l i n e . T h e v a l u e o f t o t a l r e c e i p t s f o r t h e r e s t a u r a n t s s e c t o r w a s $ 1 3 . 1 
b i l l i o n in t h e s e c o n d q u a r t e r o f 2 0 0 2 . T h i s r e p r e s e n t e d a d e c r e a s e o f 6 % c o m p a r e d 
w i t h t h e s e c o n d q u a r t e r o f 2 0 0 1 . O v e r t h e s a m e p e r i o d , t h e v a l u e o f t o t a l p u r c h a s e s o f 
r e s t a u r a n t s a l s o d e c r e a s e d , b y 9 % t o $ 4 . 3 b i l l i o n . 4 A s f o r f a s t f o o d r e s t a u r a n t s , t o t a l 
r e c e i p t s d e c r e a s e d b y 4 % in b o t h v o l u m e a n d v a l u e . 
M o r e o v e r , t h e C e n s u s a n d S t a t i s t i c s D e p a r t m e n t H o n g K o n g S A R s t a t e d 
t h a t t h e m o v e m e n t o f t o t a l r e s t a u r a n t r e c e i p t s i n v o l u m e a l s o i n d i c a t e d a d e c l i n e . O n 
a s e a s o n a l l y a d j u s t e d b a s i s , t h e v o l u m e o f t o t a l r e s t a u r a n t r e c e i p t s d e c r e a s e d b y 1 % in 
t h e s e c o n d q u a r t e r o f 2 0 0 2 c o m p a r e d w i t h t h e f i r s t q u a r t e r o f 2 0 0 2 . C o m p a r i n g t h e 
f i r s t h a l f o f 2 0 0 2 w i t h t h e s a m e p e r i o d i n 2001， t o t a l r e s t a u r a n t r e c e i p t s d e c r e a s e d b y 
4 Exhibit 1 in Appendix 1，"Census and Statistics Department Hong Kong SAR" 
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5 % in v o l u m e , o r 6 % in va lue . ^ 
A c c o r d i n g t o t h e C e n s u s a n d S t a t i s t i c s D e p a r t m e n t , a g a i n , g r o s s d o m e s t i c 
p r o d u c t ( G D P ) c o n t r i b u t e d b y t h e r e s t a u r a n t s a n d h o t e l s a c t i v i t i e s r e c o r d e d a n o t a b l y 
s e t b a c k in 2 0 0 1 . F o r t h e w h o l e s e r v i c e s i n d u s t r y , t h e y e a r - o n - y e a r p e r c e n t a g e c h a n g e 
f o r t h e y e a r 2 0 0 1 w a s 1 . 3 % . H o w e v e r , j u s t l o o k i n g a t t h e a r e a s o f r e s t a u r a n t s a n d 
h o t e l s , t h e y e a r - o n - y e a r p e r c e n t a g e c h a n g e f o r t h e y e a r 2 0 0 1 w a s t u m b l e d b y 4 . 5 % . ^ 
F a c i n g d e c r e a s i n g b u s i n e s s v o l u m e , m a n y f a s t f o o d r e s t a u r a n t s e n g a g e in 
w e l l - p u b l i c i z e d p r i c e w a r s t o a t t r a c t b u s i n e s s . A C N i e l s e n H o m e s c a n p a n e l 
c o n d u c t e d a s e p a r a t e t e l e p h o n e s u r v e y o f a r o u n d 8 5 0 c o n s u m e r s a n d p u b l i s h e d a n 
a r t i c l e? . 2 2 % o f t h e r e s p o n d e n t s s a i d t h a t t h e y d i n e d o u t l e s s t h a n t h e y d i d o n e y e a r 
a g o , c i t i n g e c o n o m i c f a c t o r s . H o w e v e r o t h e r 1 3 % o f t h e r e s p o n d e n t s s a i d t h e y d i n e d 
o u t m o r e t h a n t h e y d i d o n e y e a r a g o a n d f r e q u e n t e d m o r e f a s t f o o d r e s t a u r a n t s . 
B e c a u s e o f c o n v e n i e n c e a n d l o w p r i c e , s o m e c o n s u m e r s h a v e s w i t c h e d t o f a s t f o o d 
c h a i n s a s a w a y o f s a v i n g m o n e y in c u r r e n t e c o n o m i c d o w n t u r n . 
5 Exhibit 2 in Appendix 2，"Census and Statistics Department Hong Kong SAR" 
6 Exhibit 3 in Appendix 3, "Census and Statistics Department Hong Kong SAR" 
7 "Hong Kong- Asia's Convenient City? Cheap and Convenient- Consumers Top Priorities for 2002" on 
4th December 2002 
6 
Socia卜cultural Environment 
S o m e a r g u e t h a t it i s n o t j u s t t h e t y p e s o f f o o d o f f e r e d t h a t h a v e a n i m p a c t 
o n p e o p l e ' s l i v e s , b u t t h a t t h e f a s t f o o d i n v a s i o n h a s a l s o a f f e c t e d t h e s o c i a l f a b r i c . 
O n e p o s s i b l e w i d e r s o c i a l i m p l i c a t i o n o f a f a s t f o o d c u l t u r e i s t h a t p a r e n t s d o n o t h a v e 
t i m e t o p r e p a r e p r o p e r m e a l s t o e a t a t h o m e . T h e y m a y a l l o w t h e i r c h i l d r e n t o v i s i t 
f a s t f o o d r e s t a u r a n t s . I n t h e p a s t , m a n y p e o p l e b e l i e v e f a s t f o o d i s v e r y u n h e a l t h y a n d 
m o s t p a r e n t s d o n o t r e c o m m e n d o r a l l o w t h e i r c h i l d r e n t o v i s i t t h e s e s h o p s . W i t h b o t h 
p a r e n t s o f t e n w o r k i n g f u l l - t i m e , t h e t r a d i t i o n a l C h i n e s e d i e t w i t h s e v e r a l s h a r e d d i s h e s 
i s b e i n g s w a p p e d f o r c o n v e n i e n c e f o o d . F o r s o m e , a c h a n g e i n e a t i n g p r a c t i c e s i s a n 
i n d i c a t i o n t h a t C h i n e s e c u l t u r e is b e i n g d i m i n i s h e d . T h e r e s t a u r a n t i n d u s t r y i s 
s u f f e r i n g in H o n g K o n g , n o t j u s t b e c a u s e o f t h i s f a s t f o o d p l a g u e , b u t a l s o t h e 
c h a n g i n g s o c i a l s t r u c t u r e o f t h e f a m i l y i n H o n g K o n g . 
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CHAPTER III 
THE INDUSTRY ENVIRONMENT OF CATERING MARKET IN 
HONG KONG 
Figure 1: Michael Porter's Five Forces Model 
|V 
p 
Threats of i •s 
New Entrants 
“ ~ w ,1丄it-姑、-I丨』丄、丨丄』上勒。 / ；1 
Bargaining > / Rivalry among ^ � / Bargammg 奪 
Power of V / Competing Firms \ ( Power of | 
Suppliers / \ in Industry / \ Customers | 
\ Influence of / Threats of / 
\ / Substitutes / 
A n u m b e r s o f f a c t o r s i n i n d u s t r y e n v i r o n m e n t d i r e c t l y a f f e c t a f i r m ' s 
c o m p e t i t i v e d e c i s i o n s , i ts s t r a t e g i c c o m p e t i t i v e n e s s a n d i t s p r o f i t a b i l i t y . I n t h e 
f o l l o w i n g , w e w i l l u s e M i c h a e l P o r t e r ' s S i x F o r c e s M o d e l o f C o m p e t i t i o n ^ , a s s h o w n 
in F i g u r e 1，to i l l u s t r a t e t h e s e f a c t o r s . 
8 Porter, Michael E., 1980，“Competitive Strategy", New York: The Free Press. 
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Rivalry among Competing Firms in Industry 
S t a t e d b y L a u r a D u m f o r d ^ , m o r e t h a n 1 0 , 0 0 0 r e s t a u r a n t s c a n b e f o u n d i n 
H o n g K o n g . W e c a n b r i e f l y c l a s s i f y t h e m i n t o l o c a l a n d w e s t e r n o p e r a t i o n . F o r l o c a l 
o p e r a t i o n , m o s t c h a i n s t o r e s s e r v e H o n g K o n g - s t y l e r i c e d i s h e s t o c u s t o m e r s s e e k i n g a 
q u i c k a n d i n e x p e n s i v e m e a l . T h e y a r e d o m i n a t e d b y C h i n e s e f a s t f o o d o u t l e t s w h i c h 
m a k e u p 8 0 % o f t h e t o t a l m a r k e t . T h e t h r e e m a j o r c o m p e t i t o r s i n t h i s a r e a a r e C a f e 
d e C o r a l , F a i r w o o d a n d M a x i m ' s . I n a d d i t i o n , o t h e r c o m p e t i t o r s a r e l o c a l i n d i v i d u a l 
f a s t f o o d s t o r e s a n d w e s t e r n c h a i n s t o r e s . D e t a i l e d a n a l y s i s a b o u t t h e p o s i t i o n i n g o f 
f a s t f o o d r e s t a u r a n t s r a n k e d b y c u s t o m e r s w i l l b e i l l u s t r a t e d i n C h a p t e r V. 
Cafe de Coral 
T h e C a f e d e C o r a l c h a i n s t a r t e d t h e f a s t - f o o d b u s i n e s s i n 1 9 7 4 . A s t h e 
m a r k e t l e a d e r i n t e r m s o f p r o f i t a b i l i t y , C a f e d e C o r a l , e v e n u n d e r t h e e c o n o m i c 
d o w n t u r n , i n c r e a s e d i t s n e t p r o f i t m a r g i n from 6 % t o 1 0 % o v e r t h e p a s t f i v e y e a r s a n d 
d o m i n a t e d H o n g K o n g ' s $ 1 . 3 b i l l i o n f a s t - f o o d m a r k e t , a r o u n d 2 5 % o f t h e m a r k e t 
s h a r e 10. T h e y h a v e b e e n s e l e c t e d b y U S - b a s e d b u s i n e s s m a g a z i n e F o r b e s G l o b a l a s 
o n e o f T h e W o r l d ' s 2 0 0 B e s t S m a l l C o m p a n i e s f o r t h e f o u r t h c o n s e c u t i v e y e a r ! � 
9 Laura Dumford 2002, "The McDonaldization of Hong Kong". Radio Netherlands. March 18, 2002 
' °The Annual Report 2002 of Cafe de Coral Holdings Limited. 
“ T h e Annual Report 2002 of Cafe de Coral Holdings Limited. 
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T h e y h a v e c u r r e n t l y 1 2 1 o u t l e t s i n H o n g K o n g . T h e i r C h a i r m a n , M r . M i c h a e l C h a n , 
1 ry 
c l a i m e d in a r a d i o p r o g r a m m e t h a t t h e i r s t r a t e g i c a i m f o r t h e c u r r e n t e c o n o m i c 
d o w n t u r n i s t o f o c u s o n t h e d e v e l o p m e n t o f t h e m a s s m a r k e t b y v e r t i c a l i n t e g r a t i o n 
e . g . c e n t r a l p r o c e s s i n g a n d h o r i z o n t a l e x p a n s i o n e . g . m a r k e t d i v e r s i f i c a t i o n . I t s k e y 
f a c t o r s t o s u c c e s s i n c l u d e v a r i e t i e s c h o i c e s o f f o o d w i t h o v e r 3 0 0 l i s t s i n t h e i r m a s t e r 
m e n u , l o c a l a d a p t i v e t a s t e o f f o o d , a v a s t n u m b e r o f s t o r e s , l o w p r i c e a n d g o o d s e r v i c e . 
F o r i t s i n t e r n a l o p e r a t i o n s , e f f i c i e n t c o s t c o n t r o l i s o n e o f i t s c o m p e t i t i v e a d v a n t a g e s . 
Fairwood Holdings 
A m a j o r r i v a l i s F a i r w o o d w h i c h o p e r a t e s 7 6 f a s t f o o d o u t l e t s o u t o f a 
t o t a l o f 9 6 o u t l e t s i n H o n g K o n g . T h e o p e r a t i o n o f F a i r w o o d i s n o t a s l u c r a t i v e : s a l e s 
a n d n e t i n c o m e k e p t o n f a l l i n g s i n c e 1 9 8 8 . T o i m p r o v e t h e c o m p e t i t i v e n e s s o f t h e 
c o m p a n y , t h e y r e - e n g i n e e r i t s b u s i n e s s o p e r a t i o n s b y o u t s o u r c i n g t h e l o g i s t i c s 
b u s i n e s s t o r e d u c e o p e r a t i o n a l c o s t s . I n a d d i t i o n , t h e y u t i l i z e t h e l o w - p r i c e d s t r a t e g y : 
t h e y o f f e r s i m i l a r v a r i e t i e s o f d i s h e s a s C a f e d e C o r e l , h o w e v e r , w i t h a r e l a t i v e l y 
l o w e r p r i c e . T h e i r l o w - p r i c e d s t r a t e g y a n d u n s a t i s f a c t o r y o p e r a t i o n s a l e s m a y r e v e a l 
t h a t c u s t o m e r s a r e n o t o n l y t a k i n g p r i c e i n t o c o n s i d e r a t i o n w h e n s e l e c t i n g f a s t f o o d 
r e s t a u r a n t . 
12 "Talking to CEOs" programme series at RTHK Radio 1 on l?"" November 2002. 
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Maxim's Group 
A n o t h e r c o m p e t i t o r is M a x i m ' s . M a x i m ' s is t h e l a r g e s t r e s t a u r a n t , f a s t 
f o o d a n d c a k e s h o p c h a i n i n H o n g K o n g . I t o p e r a t e s o v e r 3 2 0 o u t l e t s a n d 7 2 o f t h e m 
a r e f a s t f o o d c h a i n s t o r e s . T h e y s t a r t e d t o i n t r o d u c e t a k e - a w a y f a s t f o o d r e s t a u r a n t s i n 
1 9 7 1 t o m a t c h t h e n e e d s o f H o n g K o n g p e o p l e . T h e i r s t r a t e g y i s t o p r o v i d e a v a r i e t y 
o f d i s h e s t o c u s t o m e r s a n d u p d a t e t h e m e n u r e g u l a r l y a c c o r d i n g t o t h e c h a n g e s o f 
c u s t o m e r s ' t a s t e s . T h e y o f f e r m o r e t h a n 6 5 0 d i f f e r e n t k i n d s o f e a s t e r n a n d w e s t e r n 
f o o d f o r c o n s u m e r s t o c h o o s e . B e s i d e s M a x i m ' s f a s t f o o d , t h e G r o u p a l s o o p e n 
v a r i o u s f a s t f o o d s r e s t a u r a n t s s e r v i n g d i f f e r e n t f a s t f o o d c u i s i n e s e . g . M a x i m ' s 
E x p r e s s , M a x i m ' s D e l i g h t a n d M a x i m ' s S h a n g h a i . I n a d d i t i o n , t h e y h a v e a 
c e n t r a l i z e d k i t c h e n t o c o n t r o l f o o d q u a l i t y a n d t o e n h a n c e p r o d u c t s a r r a n g e m e n t . 
T h e i r r e s t a u r a n t s b r i n g c o n s i s t e n c y a n d a c l e a n a n d c o m f o r t a b l e s e t t i n g t o c u s t o m e r s . 
O n t h e o t h e r h a n d , c a p i t a l i s i n g o n H o n g K o n g ' s g r o w i n g c o f f e e c u l t u r e , M a x i m ' s 
a l l i e d w i t h S t a r b u c k s C o f f e e I n t e r n a t i o n a l t o o p e r a t e S t a r b u c k s o u t l e t s i n H o n g K o n g . 
Local small individual fast food restaurants 
A p a r t f r o m l o c a l c h a i n s t o r e s , s o m e l o c a l f a s t f o o d r e s t a u r a n t s o p e r a t e 
i n d i v i d u a l l y . T h e y o f f e r l e s s v a r i e t y o f f o o d a n d o p e r a t e i n a s m a l l e r b u s i n e s s s c a l e . 
T h e y d o n o t h a v e l a r g e a m o u n t s o f s p e c i a l i z e d a n d s t a n d a r d i z e d i n g r e d i e n t s a n d 
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o b v i o u s l y h a v e a s m a l l e r m a r k e t s h a r e . 
McDonald's 
I n a d d i t i o n t o l o c a l p l a y e r s , t h e r e a r e n u m e r o u s w e s t e r n f a s t f o o d 
r e s t a u r a n t s in H o n g K o n g . T h e s e W e s t e r n f o o d c h a i n s i n t r o d u c e d t h e o p e r a t i o n o f 
m u l t i - s t o r e Q u i c k S e r v i c e R e s t a u r a n t s ( Q S R ) a n d c a s u a l d i n i n g r e s t a u r a n t s w h i c h 
o f f e r s w i f t , c o n v e n i e n t m e a l o p t i o n s i n h y g i e n i c s u r r o u n d i n g s . T h e f a s t f o o d i n d u s t r y 
i s d r i v e n b y e x t r e m e l y h e a v y a d v e r t i s i n g f r o m w e s t e r n o p e r a t o r s , w h i c h t a r g e t 
c h i l d r e n a n d a s p i r i n g y o u n g c o n s u m e r s . P r i c e p r o m o t i o n s a l s o s t i m u l a t e i n t e r e s t . A 
t y p i c a l o n e i s M c D o n a l d ' s . T h e y b r o u g h t w e s t e r n f a s t f o o d t o H o n g K o n g 2 7 y e a r s 
a g o a n d n o w h a s 1 5 8 o u t l e t s i n t h e t e r r i t o r y . D e s p i t e a v a s t a r r a y o f C h i n e s e f o o d t o 
f e e d o n , m o r e t h a n h a l f a m i l l i o n p e o p l e p e r d a y c h o o s e t o e a t a t M c D o n a l d ' s i n H o n g 
K o n g . W h i l s t c e r t a i n d i s h e s m a y b e s t a n d a r d a c r o s s t h e g l o b e , " u n i q u e f o o d s " a r e 
o f t e n a d d e d t o t h e m e n u t o s u i t t h e l o c a t i o n . J u s t s t a r t i n g i n A u g u s t 2 0 0 2 , 
M c D o n a l d ' s m o v e d i n t o t h e l o c a l c u l i n a r y t u r f a n d s o l d C h i n e s e r i c e d i s h e s . T h e y 
t o l d t h e p r e s s t h a t t h e i r " d e c i s i o n t o o f f e r a r i c e - b a s e a l t e r n a t i v e i s a r e s u l t o f w h a t o u r 
c u s t o m e r s a r e a s k i n g f o r " , s h o w i n g t h e i m p o r t a n c e o f c u s t o m e r s o n c e aga in^^ . 
13 Associated Press, 27"" August 2002 "Fast-Food & Organised Catering in Hong Kong: A Market 
Analysis" 
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Kentucky Fried Chicken 
A n o t h e r w e s t e r n f a s t f o o d p l a y e r , e n t e r e d in H o n g K o n g i n 1 9 7 3 , i s K F C 
w h i c h o f f e r p o p u l a r l o w - p r i c e d m e n u , f e a t u r i n g f r i e d c h i c k e n . K F C e x p a n d s b u s i n e s s 
b y f r a n c h i s i n g in H o n g K o n g . F o r t h e s e l a r g e c h a i n s t o r e s , e c o n o m y o f s c a l e i s o n e o f 
t h e i r c o m p e t i t i v e a d v a n t a g e s . T h e y b e n e f i t f r o m l o w e r c o s t s f r o m s u p p l i e s o r e v e n 
r e n t a l f e e . I n o r d e r t o w i d e n i t s c u s t o m e r g r o u p , K F C G r o u p i n H o n g K o n g h a s 
o p e n e d " H o u s e in B e n t o n " ( 百 味 弁 當 ) i n 2 0 0 2 . T h e i r c o m p a r a t i v e l a r g e s c a l e 
p r o m o t i o n is m o r e e f f e c t i v e t o t h o s e i n d i v i d u a l s i n g l e s t o r e s . B r a n d a w a r e n e s s i s o n e 
o f t h e c r i t i c a l s u c c e s s f a c t o r s . O n c e c u s t o m e r s r e c o g n i s e t h e b a c k g r o u n d o f " H o u s e 
o f B e n t o n " , w h i c h is u n d e r t h e K F C g r o u p , t h e y m a y b e c o n f i d e n t a n d e a g e r t o t r y 
b e c a u s e t h e y e x p e c t t o r e c e i v e t h e s a m e k i n d o f s e r v i c e s a n d f o o d q u a l i t y a s w h a t 
K F C o f f e r s . 
Delifrance 
O n e o f t h e m o r e r e c e n t c o m p e t i t o r s i s D e l i f r a n c e . T h e f i r s t D e l i f r a n c e 
o u t l e t o p e n e d i n H o n g K o n g w a s in 1 9 8 7 . C u r r e n t l y , t h e y h a v e 3 0 o u t l e t s w i t h o v e r 
6 0 0 e m p l o y e e s ' ' ^ . T h e y s p e c i a l i z e i n a w i d e s e l e c t i o n o f F r e n c h b r e a d s a n d p a s t r i e s 
w h i c h a r e p r o d u c e d in o u r o w n f a c t o r y . 
14 The official website of Delifrance http:// www.delifrance.com.hk 
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Threats of New entrance 
T h e d e f l a t i n g e c o n o m y u r g e s s o m e r e s t a u r a n t s t o c l o s e d o w n t h e i r 
b u s i n e s s . H o w e v e r , t h a t is n o t t h e s a m e c a s e a s f a s t f o o d r e s t a u r a n t s . 
P r e t A M a n g e r , t h e l e a d i n g s a n d w i c h r e t a i l e r i n t h e U n i t e d K i n g d o m , 
a r r i v e s a t H o n g K o n g r e c e n t l y . A f t e r t h e i r f i r s t s t o r e o p e n i n g a t C e n t r a l M T R s t a t i o n , 
f e w b r a n c h e s a l s o o p e n e d in c o m m e r c i a l a r e a s . O l i v e r ' s , D e l i f r a n c e a n d o t h e r s m a y 
f e e l t h e c o m p e t i t i o n i n i t i a l l y b e e n u p d a t e d . 
O t h e r n e w c o m e r s a r e B r a v o a n d C a n T e e n . T h e y a r e a c t u a l l y o n e o f t h e 
S t r a t e g i c B u s i n e s s U n i t s ( S B U s ) o f C a f e d e C o r a l a n d M a x i m ' s g r o u p r e s p e c t i v e l y . 
T h i s k i n d o f s p e c i a l t y o r t h e m e r e s t a u r a n t s o f f e r h i g h e r - p r i c e d f a s t f o o d a n d t h e y a i m 
a t a t t r a c t i n g d i f f e r e n t g r o u p s o f c u s t o m e r s s o a s t o e n l a r g e c u s t o m e r b a s e . 
T h e t h r e a t s o f n e w e n t r a n c e a r e h i g h d u e t o t h e l o w e n t r y b a r r i e r i n t h e 
f a s t f o o d i n d u s t r y i n H o n g K o n g . 
Bargaining Power of Customers 
C u s t o m e r s p l a y a s i g n i f i c a n t r o l e i n a f f e c t i n g t h e o p e r a t i o n a n d 
p r o f i t a b i l i t y o f t h e s e r v i c e i n d u s t r y . F a s t f o o d i n d u s t r y , a s a k i n d o f s e r v i c e i n d u s t r y , 
i s n o t e x c e p t i o n a l . I t m a i n t a i n s t h e f i r s t c o m e , f i r s t s e r v e d p r i n c i p l e . C u s t o m e r s o f 
t h e f a s t f o o d r e s t a u r a n t s h a v e u n d e n i a b l y s t r o n g , i m p o r t a n t a n d i n f l u e n t i a l p o w e r . 
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T h e y a r e h i g h l y m o b i l e : t h e y h a v e n u m e r o u s c h o i c e s w h e r e t o d i n e . I t i s n o t 
u n c o m m o n t h a t p e o p l e l o o k a t t h e m e n u o u t s i d e t h e r e s t a u r a n t s f i r s t , m a k e 
c o m p a r i s o n a m o n g t h e m a n d t h e n f i n a l l y d e c i d e t h e d i n i n g p l a c e . T h e y v a r y o n t h e 
a m o u n t o f s p e n d i n g . M r . M i c h a e l C h a n , t h e C h a i r m a n o f C a f e d e C o r a l , t o l d t h e 
p r e s s t h a t t h e a v e r a g e s p e n d i n g o f c u s t o m e r s o n f a s t f o o d r e s t a u r a n t s w a s H K $ 2 5 , a 
s l i g h t d r o p w h e n c o m p a r e d w i t h $ 3 0 in y e a r 2 0 0 1 T h e s e f i g u r e s r e f l e c t t h a t t h e 
c u s t o m e r s p e n d i n g i s d i r e c t l y a f f e c t e d b y t h e g e n e r a l e c o n o m y . N o t s h o w n i n t h e 
f i g u r e i s t h a t t h e i r s p e n d i n g a c t u a l l y is a l s o a f f e c t e d b y t h e f o o d a n d s e r v i c e q u a l i t y o f 
t h e r e s t a u r a n t s . T h i s c a n e x p l a i n w h y f a s t f o o d r e s t a u r a n t s n e e d t o c o i n c i d e n t w i t h 
c u s t o m e r d e m a n d a n d f o c u s o n c u s t o m e r - o r i e n t e d b u s i n e s s s t r a t e g y . 
I n g e n e r a l , m o s t c u s t o m e r s o f t h e f a s t f o o d i n d u s t r y a r e t i m e - c o n s c i o u s . 
T h i s i s n o t s u r p r i s i n g b e c a u s e H o n g K o n g is c h a r a c t e r i z e d b y i t s f a s t - p a c e d l i f e s t y l e . 
T h e y e x p e c t q u i c k s e r v i c e a n d d e m a n d f o r c o n v e n i e n c e . Q u i c k s e r v i c e c a n i n c l u d e 
t h e t i m e n e e d e d t o o r d e r a n d t o p a y f o r t h e m e a l . O n e p i e c e o f s u p p o r t i n g e v i d e n c e i s 
t h e i m p l e m e n t a t i o n o f u s i n g O c t o p u s i n p a y m e n t i n f a s t f o o d i n d u s t r y . C u s t o m e r s d o 
n o t n e e d t o c a r r y c o i n s w i t h t h e m a n d i n r e t u r n t h e c a s h i e r d o e s n o t n e e d t o p a y t h e 
e x c h a n g e . 
I n a d d i t i o n t o t h e t i m e - c o n s c i o u s c h a r a c t e r i s t i c , c u s t o m e r s a l s o l o o k f o r 
丨5 Ming Pao Newspaper, 15th October 2002’ “大家樂：食肆上門鹿售頻仍” 
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r e a s o n a b l e p r i c e . A n a p p e a l o f e a t i n g in f a s t f o o d r e s t a u r a n t s i s t h e a b s e n c e o f u s u a l 
1 0 % s e r v i c e c h a r g e . T h e r e f o r e , f a s t f o o d r e s t a u r a n t s n e e d t o b e m o r e a f f o r d a b l e t h a n 
t h e o t h e r t y p e s o f r e s t a u r a n t s . 
C u s t o m e r s h a v e v e r y s t r o n g s e l e c t i o n p o w e r i n c h o o s i n g f a s t f o o d 
r e s t a u r a n t s . T h e s e l e c t i o n p o w e r o f d i f f e r e n t c u s t o m e r s s u c h a s s t u d e n t s , w h i t e c o l l a r , 
b l u e c o l l a r a n d p r o f e s s i o n a l s m a y v a r y a n d f u r t h e r d e t a i l s w i l l b e e x a m i n e d i n t h e 
s u r v e y a n a l y s i s . 
Threats of Substitutes 
M a n y s u b s t i t u t e s e x i s t a p a r t f r o m d i n i n g o u t i n f a s t f o o d r e s t a u r a n t s s u c h 
a s d e c e n t r e s t a u r a n t s i n w h i c h c u s t o m e r s p a y a t t e n t i o n t o t a b l e m a n n e r . E v e n t h o u g h 
t h e p r i c e is s l i g h t l y h i g h e r t h a n e a t i n g i n f a s t f o o d r e s t a u r a n t s , s o m e s u b s t i t u t e s 
p r o v i d e i n t e r n a t i o n a l c u i s i n e t h a t t h e f a s t f o o d r e s t a u r a n t s c a n n o t d o . I n p a r t i c u l a r , 
t h e y u s u a l l y p r o v i d e b e t t e r f o o d q u a l i t y a n d e a t i n g e n v i r o n m e n t s . 
V e r y s i m i l a r l y , t r a d i t i o n a l l o c a l t e a r e s t a u r a n t s ( 茶 餐 廳 ） a n d c o n g e e & 
n o o d l e r e s t a u r a n t s (粥粉麵店） a l s o u t i l i z e l o w - p r i c e s t r a t e g y a n d a g r e a t v a r i e t i e s o f 
f o o d s u c h a s c o n g e e , n o o d l e , r i c e a n d s n a c k . W h i l e t h e e a t i n g - o u t i n d u s t r y h a s n o t 
b e e n g r o w i n g f o r y e a r s , it c a n b e s e e n s e v e r e p r i c i n g c o m p e t i t i o n s c o m i n g from e v e n 
n o n - t r a d i t i o n a l p l a y e r s s u c h a s s u p e r m a r k e t s a n d c o n v e n i e n c e s t o r e s . I n o r d e r t o 
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w i d e n p r o d u c t v a r i e t i e s s o a s t o r a i s e t h e p r o f i t m a r g i n , 7 - E l e v e n , P a r k ' n s h o p a n d 
W e l l c o m e a l s o o f f e r e d l o w - p r i c e d m e a l b o x , e . g . H K $ 1 0 p e r l u n c h b o x . M a n y 
c u s t o m e r s b u y t h e s e m e a l b o x e s i n s t e a d o f g o i n g t o f a s t f o o d r e s t a u r a n t . P a r t o f t h e 
m a r k e t s h a r e s h a s b e e n s h i f t e d t o t h e s e c o n v e n i e n t s h o p s . 
D i f f e r e n t s t y l e s o f c u i s i n e m a y a l s o a t t r a c t c u s t o m e r s . T h e ' s u s h i b o o m ' i s 
r e f l e c t e d b y t h e i n c r e a s i n g n u m b e r o f J a p a n e s e r e s t a u r a n t s o p e n e d r e c e n t l y . B e s i d e s , 
t h e p r i c e o f m e a l s in t h e s e s u s h i s h o p s i s v e r y a t t r a c t i v e . F o r m a n y y o u n g s t e r s , t h e s e 
J a p a n e s e r e s t a u r a n t s r e m a i n t o b e a p o p u l a r a l t e r n a t i v e . 
H a w k e r F o o d i s a n o t h e r s u b s t i t u t e f o r f a s t f o o d i n d u s t r y . T h e r e a r e m a n y 
h a w k e r f o o d v e n d o r s i n H o n g K o n g . F r o m t i t b i t s t o a p p e t i z e r s t o a m o r e f i l l i n g m e a l , 
t h e s e h a w k e r s a r e t r a d e m a r k s o f t h e s t r e e t s i n H o n g K o n g . V i s i t o r s c a n s a m p l e 
v a r i e t i e s o f h a w k e r f o o d a l o n g t h e s t r e e t s o r a t n i g h t m a r k e t s . 
T h e r e f o r e , t h e p o w e r o f s u b s t i t u t e s i s v e r y s t r o n g a n d it f o r b i d s t h e 
o p p o r t u n i t y o f o l i g o p o l y in t h e f a s t f o o d i n d u s t r y . 
Influence of Stakeholder 
S t a k e h o l d e r s a r e t h e i n d i v i d u a l s a n d g r o u p s w h o c a n a f f e c t a n d a r e 
a f f e c t e d b y t h e s t r a t e g i c o u t c o m e s o f f i r m s a n d w h o h a v e e n f o r c e a b l e c l a i m s o n a 
f i r m ' s p e r f o r m a n c e . I n t h e c a t e r i n g i n d u s t r y , o t h e r t h a n t h e b a r g a i n i n g p o w e r f r o m 
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s u p p l i e r s o r c u s t o m e r s , t h r e a t s o f s u b s t i t u t e s , n e w e n t r a n t s o r c o m p e t i t o r s , 
g o v e r n m e n t r e g u l a t i o n s , c o m m e n t s f r o m n u t r i t i o n s p e c i a l i s t s o r e v e n t h e 
e n v i r o n m e n t a l i s t s c a n a l s o i n f l u e n c e t h e a t t r a c t i v e n e s s o f t h e i n d u s t r y . 
Comments from nutrition specialists 
M o r e p e o p l e a r e i n c r e a s i n g l y h e a l t h c o n s c i o u s a n d c o n c e r n a b o u t t h e i r 
m e a l s , f o r e x a m p l e h o w m u c h v i t a m i n it c o n t a i n s , a n d w h e t h e r i t c a r r i e s a n y a r t i f i c i a l 
D N A . S o m e o f t h e m d o n o t l i k e t o g o t o f a s t f o o d r e s t a u r a n t a s t h e y t h i n k t h e m e a l s 
o f f e r e d t h e r e a r e n o t s o h e a l t h y a n d c o n t a i n m u c h M o n o s o d i u m G l u t a m a t e ( " M S G " ) . 
I n f a c t , t o m a k e m e a l s m o r e a p p e t i z i n g a n d a t t r a c t i v e , m o s t m e a l s a r e v e r y g r e a s y a n d 
m a y h a v e s o m e e d i b l e c o l o u r i n g s . 1 , 6 0 0 , 0 0 0 p e o p l e i n H o n g K o n g a r e o v e r w e i g h t , 
e s p e c i a l l y t e e n a g e r s , c l a i m e d b y t h e D e p a r t m e n t o f H e a l t h ' ^ . T h e y m a y b e i n t e r e s t e d 
t o h a v e a b a l a n c e d d i e t a n d a v o i d v i s i t i n g f a s t f o o d r e s t a u r a n t s o o f t e n . H e n c e , s o m e 
r e s t a u r a n t s e m p h a s i z e t h e u s a g e o f 1 0 0 % n a t u r a l i n g r e d i e n t s : t h e y q u o t e t h e 
p e r c e n t a g e o f c a l o r i e s o f t h e m e a l s o r d e s i g n s p e c i a l h e a l t h y m e a l s . 
Government regulations 
T h e p u r p o s e o f l i c e n s i n g r e s t a u r a n t s i s t o s a f e g u a r d p u b l i c h e a l t h a n d t o 
The Department of Health, "World Heart Day September 29 2002 - Heart Health - Physical Activity" 
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e n s u r e t h e s a f e t y o f p a t r o n s . T h o s e w h o w a n t t o o p e n a n e w r e s t a u r a n t a r e r e q u i r e d t o 
a p p l y f o r t h e l i c e n s e . I n a p p l y i n g f o r t h e l i c e n s e , t h e y n e e d t o f o l l o w a t l e a s t s i x s t e p s , 
e . g . a p p l i c a t i o n s u b m i s s i o n a n d j o i n t s i t e i n s p e c t i o n e t c . T h e a p p l i c a t i o n o f f u l l 
l i c e n s e s i s s u a n c e t a k e s a t l e a s t 7 w e e k s . T h e c o m p l e x a p p l i c a t i o n p r o c e s s m a y 
d i s c o u r a g e p e o p l e t o s t a r t r e s t a u r a n t s b u s i n e s s . 
Environmentalists 
A l l f a s t f o o d r e s t a u r a n t s h a v e t a k e - a w a y s e r v i c e s . M o s t u s e p l a s t i c b o x 
a n d b a g s t o p a c k t h e f o o d , a m a j o r c o n c e r n o f m a n y e n v i r o n m e n t a l i s t s . I n a d d i t i o n , 
t h e i s s u e o f a r e s t a u r a n t l i c e n c e d o e s n o t e x e m p t t h e l i c e n s e e f r o m m e e t i n g t h e 
e n v i r o n m e n t a l r e q u i r e m e n t s i m p o s e d b y t h e E n v i r o n m e n t a l P r o t e c t i o n D e p a r t m e n t 
( " E P D " ) . U n d e r t h e A i r P o l l u t i o n C o n t r o l O r d i n a n c e , N o i s e C o n t r o l O r d i n a n c e a n d 
W a t e r P o l l u t i o n C o n t r o l O r d i n a n c e , f a s t f o o d o w n e r s a r e r e q u i r e d t o a p p l y f o r t h e 
l i c e n s e f r o m E P D . B e s i d e s , w h e n t h e y s t a r t t h e i r o p e r a t i o n , t h e y a l s o n e e d t o p a y f o r 
t h e d i s c h a r g e o f w a s t e w a t e r . T h e s e p r e s s u r e a n d p r o c e d u r e s m a y l o w e r t h e i n t e n t i o n 
o f n e w c o m e r s t o o p e n r e s t a u r a n t s . 
T h e r e f o r e , t h e i n f l u e n c e o f s t a k e h o l d e r s i s q u i t e s t r o n g a n d t h e f a s t f o o d 
r e s t a u r a n t s a r e r e q u i r e d t o o p e r a t e i n a c o m p l e x e n v i r o n m e n t . 
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Bargaining Power of Suppliers 
M o s t f a s t f o o d r e s t a u r a n t s i n H o n g K o n g o r d e r f r e s h p r o d u c t s e v e r y d a y . 
S o m e p r o d u c t s a r e d e l i v e r e d b y l o c a l s u p p l i e r s . F o r e x a m p l e , G a r d e n B r e a d p r o v i d e s 
h u g e a m o u n t o f b r e a d t o M c D o n a l d s a n d m a n y o t h e r f a s t f o o d c h a i n s . F o r m e a t , 
p o u l t r y a n d v e g e t a b l e s , m o s t f o o d s e r v i c e o u t l e t s r e l y o n t h e i r l o c a l v e n d o r s f o r s u p p l y . 
T h e r e a r e a p p r o x i m a t e l y 2 0 0 0 f o o d i m p o r t e r s a n d w h o l e s a l e r s i n H o n g 
K o n g a n d m o s t a r e v e r y s m a l l , h a n d l e o n l y a l i m i t e d r a n g e o f p r o d u c t s . N g F u n g 
H o n g , u n d e r t h e o p e r a t i o n o f C h i n a R e s o u r c e s ( H o l d i n g s ) C o . , L t d . , i s t h e l a r g e s t 
w h o l e s a l e r a n d s u p p l i e r f o r f r e s h , l i v e a n d f r o z e n f o o d s t u f f s i n H o n g K o n g . T h e y a r e 
a f u l l y i n t e g r a t e d f o o d e n t e r p r i s e e n g a g e d i n p r o d u c t i o n , p r o c e s s i n g , d i s t r i b u t i o n , 
w h o l e s a l i n g , r e t a i l i n g , s l a u g h t e r h o u s e o p e r a t i o n , t r a n s p o r t a t i o n a n d i n t e r n a t i o n a l 
t r a d i n g . T h e y h a v e a w e l l - e s t a b l i s h e d d i s t r i b u t i o n n e t w o r k a n d a n a t i o n - w i d e s o u r c e 
o f s u p p l y . T h e C o m p a n y ' s h a s a l r e a d y o b t a i n e d t h e o p e r a t i o n s e r v i c e s c o n t r a c t o f 
S h e u n g S h u i S l a u g h t e r h o u s e s i n c e m i d 1 9 9 9 . M a r k e t s h a r e o f f o o d s u p p l y h a s b e e n 
e x t e n d e d f r o m 7 0 % t o o v e r 9 9 % . T h e m a r k e t o f f o o d s u p p l y i s n e a r l y m o n o p o l y . 
F o r l a r g e - s c a l e f a s t f o o d r e s t a u r a n t s i n c l u d i n g c h a i n s t o r e s , t h e y w i l l 
d i r e c t l y o r d e r f o o d f r o m w h o l e s a l e r s , e . g . N g F u n g H o n g . A s t h e y h a v e l o n g - t e r m 
c o n t r a c t s a n d e a c h t i m e t h e y o r d e r l a r g e v o l u m e f r o m s u p p l i e r s , t h e y u s u a l l y e n j o y 
p r i c e r e b a t e . H e n c e t h e i r o p e r a t i n g c o s t s a r e r e l a t i v e l y l o w e r . I n t h e v i e w p o i n t o f 
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s u p p l i e r s , a s t h e s e l a r g e s c a l e r e s t a u r a n t s o f t e n h a v e l o n g t e r m c o n t r a c t s a n d t h e y 
o r d e r a l o t , s u p p l i e r s c a n h a v e s t a b l e d e m a n d a n d i n c o m e . 
F o r s m a l l p l a y e r s i n t h e i n d u s t r y , i t i s t h e o p p o s i t e . I n t h e v i e w o f 
s u p p l i e r s ' , s m a l l a m o u n t a n d u n s t a b l e o r d e r s b y t h e s e s m a l l p l a y e r s c a n n o t p r o v i d e 
s e c u r e i n c o m e , a n d t h e r e f o r e s m a l l p l a y e r s c a n n o t e n j o y l a r g e r e b a t e . H o w e v e r s m a l l 
p l a y e r s m a y f i n d o t h e r f o o d s u p p l i e r s s u c h a s s u p e r m a r k e t s , w h i c h o f f e r m o r e f l e x i b l e 
c h o i c e s . H o w e v e r , w h o l e s a l e p r i c e s a r e d e f i n i t e l y h i g h e r a n d t h e r e f o r e t h e r e l a t i v e l y 
c o s t s o f t h e s e s m a l l p l a y e r s a r e h i g h t o o . 
A s o n e o f t h e m a j o r o p e r a t i n g c o s t s r e l a t e s t o t h e f o o d a n d t h e 
f r e s h / f r o z e n f o o d s u p p l y i n H o n g K o n g , w h i c h i s n e a r l y m o n o p o l y , t h e b a r g a i n i n g 
p o w e r o f s u p p l i e r i s e x t r e m e l y h i g h . O n t h e c o n t r a r y , t h e b a r g a i n i n g p o w e r o f t h e f a s t 
f o o d r e s t a u r a n t s i s r e l a t i v e l y l o w . 
Summary of the analysis on Industry Environment 
T o s u m u p , f a s t f o o d b u s i n e s s e s a r e f a c i n g h u g e c h a l l e n g e s . 
D e m o n s t r a t e d b y M i c h a e l P o r t e r ' s S i x F o r c e s M o d e l o f C o m p e t i t i o n a b o v e , t h e y a r e 
h a v i n g s t r o n g r i v a l r y a m o n g c o m p e t i n g f a s t f o o d r e s t a u r a n t s , m o d e r a t e t h r e a t s o f n e w 
e n t r a n c e , v e r y s t r o n g b a r g a i n i n g p o w e r o f c u s t o m e r s , s t r o n g t h r e a t s o f s u b s t i t u t e s , 
s t r o n g i n f l u e n c e o f s t a k e h o l d e r s a n d e x t r e m e l y s t r o n g b a r g a i n i n g p o w e r o f s u p p l i e r s . 
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T h e r e f o r e , m a n y f a s t f o o d r e s t a u r a n t s a r e f a c i n g d i f f i c u l t i e s i n s u s t a i n i n g t h e i r c o r e 
c o m p e t e n c e s i n t h e i n d u s t r y . O n s u r f a c e , f a s t f o o d i n d u s t r y s e e m s t o b e a c o m m o d i t y 
m a r k e t w h e r e p r i c e d i c t a t e s se l l e r . H o w e v e r , w e a r g u e t h a t p r i c e m a y n o t b e t h e s o l e 
d e t e r m i n a n t o f s a l e s a n d t h e r e i s r o o m f o r c u s t o m e r r e l a t i o n s h i p m a n a g e m e n t ( C R M ) 
t o c o n t r i b u t e t o t h e c o r e c a p a b i l i t i e s o f t h e f a s t f o o d r e s t a u r a n t s . W e w i l l c o m e u p t h e 
a n a l y s i s m e a n w h i l e . 
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CHAPTER IV 
THE EXISTING CUSTOMER RELATIONSHIP MANAGMENT IN 
FAST FOOD INDUSTRY 
G i v e n t h e f a c t t h a t t h e b a r g a i n i n g p o w e r s o f c u s t o m e r s a n d s u p p l i e r s a r e 
t y p i c a l l y s i g n i f i c a n t a n d t h e i n c r e a s i n g c o m p e t i t i o n w i t h i n t h e i n d u s t r y , f a s t f o o d 
r e s t a u r a n t s c a n n o t o n l y k e e p a n e y e o n t h e d a i l y o p e r a t i o n , c o s t a n d p r o f i t m a r g i n . 
H o w c a n t h e y a d a p t t o s u c h v o l a t i l i t y ? T h e p r o a c t i v e c o m p a n y s h o u l d t h e r e f o r e 
o p t i m i z e i t s c o r e c a p a b i l i t i e s i n r e s p o n s e t o t h e e v e r - c h a n g i n g e c o n o m i c p l a y i n g field 
a n d e x p l o i t t h e i n t e r a c t i o n p o t e n t i a l w i t h s u p p l i e r s , c u s t o m e r s a n d e m p l o y e e s . T h e 
w a y t h e y d o b u s i n e s s s h o u l d m a n a g e i n t e l l e c t u a l c a p i t a l s u c h a s C R M a p p r o p r i a t e l y . 
C R M in f a s t f o o d i n d u s t r y , s i m i l a r w i t h o t h e r i n d u s t r i e s , t a k e n a 
c o m p r e h e n s i v e a p p r o a c h a n d p r o c e s s t h a t l e a d s f a s t f o o d r e s t a u r a n t s t o a c h i e v e a 
h i g h e r l e v e l o f s e r v i c e a n d i n t i m a c y w i t h c u s t o m e r s . T h e i n s t a l l a t i o n o f C R M 
s y s t e m s a l l o w s t h e m t o t r a c k d e t a i l e d d a t a a b o u t i n d i v i d u a l c u s t o m e r t r a n s a c t i o n s 
s u c h a s t h e o r d e r i n g p a t t e r n o f i n d i v i d u a l c u s t o m e r s a n d t h e r e l a t i o n s h i p b e t w e e n 
c u s t o m e r s a n d r e s t a u r a n t s . N o n e t h e l e s s , C R M i n f a s t f o o d i n d u s t r y i s m o r e 
c o m p l i c a t e d t h a n in o t h e r s e r v i c e i n d u s t r i e s . F a s t f o o d r e s t a u r a n t s s e l d o m i s s u e 
m e m b e r s h i p c a r d t o c u s t o m e r s a n d a l m o s t n o n e o f t h e c u s t o m e r s u s e c r e d i t c a r d i n 
p a y m e n t . T h e r e f o r e , f a s t f o o d r e s t a u r a n t s a r e d i f f i c u l t t o r e c o g n i z e c u s t o m e r s a n d 
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u n d e r s t a n d c u s t o m e r s ' p o r t f o l i o d u e t o i n s u f f i c i e n t d a t a a n d r e c o r d . 
The current role of CRM in fast food industry in Hong Kong 
I n H o n g K o n g , t h e n o t i o n o f C R M is n o t n e w . H o w e v e r , t h e n u m b e r o f 
f a s t f o o d r e s t a u r a n t s i m p l e m e n t i n g C R M is l o w . M o s t m a r k e t p l a y e r s a d o p t t h e w a i t -
a n d - s e e a p p r o a c h . O n l y a f e w i m p l e m e n t C R M p a r t i a l l y . C a f e d e C o r a l i s o n e o f 
t h e m . 
W h i l e m a n y c o m p e t i t o r s i n t h e i n d u s t r y a r e c o n c e n t r a t i n g in s h o r t - t e r m 
p r i c e c o m p e t i t i o n , C a f e d e C o r a l f o c u s e s o n a s t r a t e g y t h a t e n h a n c e s c u s t o m e r v a l u e 
a n d b r a n d i n g . T h i s s t r a t e g y i n c l u d e s i n t r o d u c i n g i n n o v a t i v e p r o d u c t s i n t h e d i n n e r 
m e n u w i t h h i g h p e r c e i v e d v a l u e a t a n a f f o r d a b l e p r i c e , r e - p a c k a g i n g p o p u l a r i t e m s 
i n t o v a l u e m e a l s t o s e r v e t h e i r f r e q u e n t c u s t o m e r s a n d l a u n c h i n g v a r i o u s s h o r t - t i m e 
" s p e c i a l p r o m o t i o n p r o d u c t s " t o c r e a t e s h o r t - t e r m m a r k e t d e m a n d . T h e 
i m p l e m e n t a t i o n o f t h e a b o v e s t r a t e g y d e p e n d s o n a c c u r a t e u n d e r s t a n d i n g o f 
c u s t o m e r s ' n e e d s . 
I n t h e i r p r e s s r e l e a s e o n D e c e m b e r 2 0 0 1 , C a f e d e C o r a l c o m m i t t e d 
H K $ 6 5 m i l l i o n t o t h e c r e a t i o n o f a B u s i n e s s M a n a g e m e n t S y s t e m ( " B M S " ) . E v e n 
t h o u g h t h e n a m e o f t h e s y s t e m is d i f f e r e n t from C R M , t h e i r s y s t e m w h i c h a i m s a t 
i n t e g r a t i n g b u s i n e s s a r e a s t h a t d e a l w i t h c u s t o m e r s t h r o u g h t h e i n t e g r a t i o n o f p e o p l e , 
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p r o c e s s a n d t e c h n o l o g y a s s u g g e s t e d b y J u l i e K e n y o n ( 2 0 0 1 ) i s a c t u a l l y a k i n d o f 
C R M . B u i l t a s a c u s t o m i z e d a p p l i c a t i o n , i t s c o m p o n e n t s c o n s i s t o f f i v e m o d u l e s : 
B r a n c h I n t e l l i g e n c e S y s t e m , H u m a n R e s o u r c e s M a n a g e m e n t S y s t e m , C a s h 
M a n a g e m e n t S y s t e m , S a l e s a n d M a r k e t i n g S y s t e m , a n d P r o c u r e m e n t a n d I n v e n t o r y 
C o n t r o l S y s t e m . T h e s e f i v e m o d u l e s r e f l e c t t h e i m p o r t a n t f u n c t i o n s o f C R M p l a y e d 
in C a f e d e C o r a l i n t h e a r e a s o f s e r v i c e e n h a n c e m e n t , o p e r a t i o n a l e f f i c i e n c y a n d 
m a r k e t i n g e f f e c t i v e n e s s a t t h e f r o n t e n d , t o g e t h e r w i t h t h e f u n c t i o n s o f c o s t - s a v i n g 
a n d s t r a t e g i c p l a n n i n g a t t h e b a c k e n d . T h e i r B M S w a s i m p l e m e n t i n g f i r s t i n a l l o f 
t h e i r H o n g K o n g o u t l e t s . 
A s s t a t e d f r o m t h e I n t e r i m R e p o r t f o r t h e Y e a r E n d i n g 3 1 s t M a r c h , 2 0 0 3 
o f C a f e d e C o r a l , B M S h a s a l r e a d y b e g u n t o d e l i v e r e n h a n c e d o p e r a t i o n a l e f f i c i e n c i e s 
a n d p r o d u c t d e l i v e r y t i m e a t t h e s h o p l e v e l i n m e e t i n g t h e s o p h i s t i c a t e d c u s t o m e r s ' 
n e e d s . M e a n w h i l e , B M S h a s e n h a n c e d t h e i r m a r k e t i n g e f f e c t i v e n e s s b y p i o n e e r i n g a 
s e r i e s o f c u s t o m e r l o y a l t y p r o g r a m s o n a s m a r t - c a r d i n f r a s t r u c t u r e , w h i c h i s a f i r s t o f 
i t s k i n d i n t h e f a s t f o o d s e c t o r . F u r t h e r m o r e , t h e r e p o r t a l s o d e c l a r e d t h a t t h e s y s t e m s 
a l s o h e l p e d e x p e d i t e m o r e e f f e c t i v e s t r a t e g i c p l a n n i n g , m o r e t i m e l y i n f o r m a t i o n 
u p d a t e a n d m o r e p o w e r f u l d a t a a n a l y s i s a s w e l l a s s u b s t a n t i a l s a v i n g s d e l i v e r e d i n 
m a n p o w e r a n d a d m i n i s t r a t i v e e x p e n s e s a t t h e b a c k o f f i c e . 
T h e m a n a g e m e n t o f C a f e d e C o r a l r e g a r d s t h e B M S a s a w a y t o f u r t h e r 
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i m p r o v e c u s t o m e r e x p e r i e n c e , e n h a n c e o p e r a t i n g e f f i c i e n c y a n d r e d u c e c o s t s . A f t e r 
t h e i m p l e m e n t a t i o n o f B M S i n 2 0 0 1 , d e s p i t e t h e e x t r a e x p e n s e s o f H K $ 6 5 m i l l i o n o n 
t h e d e v e l o p m e n t o f B M S , t h e c o m p a n y p r o f i t s t i l l a t t a i n e d a t H K $ 2 8 0 m i l l i o n w i t h 
1 1 % g r o w t h f r o m 2 0 0 1 t o 2 0 0 2 a n d 1 5 % g r o w t h from 2 0 0 0 t o 2 0 0 1 . E a r n i n g s p e r 
s h a r e i n c r e a s e d b y 1 2 % , f r o m 4 5 . 7 8 c e n t s t o 5 0 . 5 c e n t s i n 2002 .17 




T o b e t t e r u n d e r s t a n d c u s t o m e r s ' e x p e c t a t i o n a n d s a t i s f a c t i o n t o w a r d s t h e 
f a s t f o o d r e s t a u r a n t s a n d h o w C R M c a n f i l l i n t h e s e r v i c e g a p s , a s e t o f c u s t o m e r 
s u r v e y o n f a s t f o o d i n d u s t r y w a s u n d e r t a k e n . T h e f o l l o w i n g a n a l y s i s w i l l s p e c i f i c a l l y 
s h o w t h e d i n i n g h a b i t s o f c o n s u m e r s i n f a s t f o o d r e s t a u r a n t s . T h e y a r e u s e f u l i n 
l i n k i n g t h e C R M s y s t e m a n d f a c i l i t a t i n g c o m p a n i e s t o s u s t a i n c o r e c a p a b i l i t i e s . 
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A 3 - p a g e q u e s t i o n n a i r e w i t h C h i n e s e a n d E n g l i s h v e r s i o n s w a s d e s i g n e d 
a n d s e n t t o p e o p l e i n d i f f e r e n t a g e s , g e n d e r , e d u c a t i o n a l b a c k g r o u n d a n d l i v i n g p l a c e s 
b e c a u s e f a s t f o o d i n d u s t r y i s a m a s s c a t e r i n g i n d u s t r y . A t o t a l o f 3 8 0 s e t s o f 
q u e s t i o n n a i r e s h a v e b e e n d i s t r i b u t e d t h r o u g h d i f f e r e n t c h a n n e l s s u c h a s e m a i l s , f a c e -
t o - f a c e a n d p h o n e s . 3 6 5 r e s p o n d e d t o t h e s u r v e y , o f w h i c h 3 5 5 w e r e u s e a b l e . 
S u m m a r y o n t h e r e s u l t s o f t h e s u r v e y i s a t t a c h e d in t h e a p p e n d i x . 
O u r s a m p l e w a s w e l l r e p r e s e n t e d ^ ^ . R e g a r d i n g t h e 3 5 5 u s e a b l e s e t s o f 
d a t a , 5 9 % o f r e s p o n d e n t s w e r e f e m a l e . T h e m o d a l a g e g r o u p r a n g e d from 2 0 t o 2 9 , 
a c c o u n t i n g f o r 3 8 % o f t h e s a m p l e . T h e l i v i n g p l a c e s o f r e s p o n d e n t s w e r e w i d e l y 
s p r e a d , r e p r e s e n t i n g a l l 18 d i s t r i c t a r e a s i n H o n g K o n g . 4 5 % a n d 2 3 % o f t h e 
18 The sample of the questionnaire is shown in Appendix 6 
19 For reference, the Hong Kong population structure in year 2001 is attached in appendix 5. 
27 
r e s p o n d e n t s w e r e w h i t e c o l l a r a n d s t u d e n t s r e s p e c t i v e l y . F o r m a r i t a l s t a t u s , 5 8 % o f 
r e s p o n d e n t s w e r e s i n g l e . T h e m o n t h l y h o u s e h o l d i n c o m e s o f r e s p o n d e n t s w e r e f a i r l y 
d i s t r i b u t e d , o f w h i c h m o d a l g r o u p e a r n s $ 1 0 , 0 0 0 t o $ 1 9 , 9 9 9 p e r m o n t h a c c o u n t i n g f o r 
2 2 % . W e c l a s s i f i e d c u s t o m e r s w h o v i s i t i n a d a i l y o r w e e k l y b a s i s a s f r e q u e n t - v i s i t 
c u s t o m e r s . W i t h a v i e w t o i n v e s t i g a t i n g a n y c o n s u m p t i o n b e h a v i o u r d i f f e r e n c e s 
a m o n g f r e q u e n t v i s i t a n d n o n - f r e q u e n t v i s i t c u s t o m e r s , t h e d a t a w a s c h e c k e d f o r n o n -
frequent c u s t o m e r s , b y a s k i n g t h e m h o w m a n y t i m e s t h e y v i s i t f a s t f o o d r e s t a u r a n t s 
o n a v e r a g e . F o r q u e s t i o n s w h i c h r e q u i r e r e s p o n d e n t s t o r a n k t h e i r p r i o r i t i e s f r o m 1 
( t h e b e s t ) t o 5 ( t h e w o r s t ) , w e c a l c u l a t e d t h e s c o r e s o f e a c h c h o i c e b y g i v i n g h i g h e r 
m a r k s f o r u p p e r r a n k i n g s a n d v i c e v e r s a . A t t a c h e d in t h e a p p e n d i x , c h a r t s w e r e u s e d 
t o i l l u s t r a t e t h e p r o p o r t i o n o f r a n k i n g s a n d t h e t o t a l s c o r e s o f e a c h c h o i c e f o r e a c h 
q u e s t i o n . 
Positioning of fast food restaurants ranked by customers 
F r o m o u r s u r v e y a n a l y s i s , i t i l l u s t r a t e d t h a t M c D o n a l d r a n k e d t h e t o p i n 
t e r m s o f t h e n u m b e r o f c u s t o m e r s v i s i t i n g a n d c u s t o m e r s ' s a t i s f a c t i o n . W i t h t h e 
h i g h e s t m a r k s a s 5 , t h e a v e r a g e s c o r e i s 3 . 2 1 a n d 3 . 0 2 r e s p e c t i v e l y . T h e s e c o n d b e s t 
f a s t f o o d r e s t a u r a n t i s C a f e d e C o r a l , w h i c h g a i n 2 . 9 9 a n d 2 . 7 7 . T h e t h i r d i s M a x i m ' s 
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E x p r e s s , w h i c h a l s o h a s 2 . 3 8 f o r b o t h rating.^® T h e r e f o r e , e v e n t h o u g h t h e r i v a l r y 
a m o n g c o m p e t i n g f a s t f o o d r e s t a u r a n t s i s v e r y i n t e n s e , s o m e o f t h e m a r e s t i l l 
p e r f o r m i n g f a r b e t t e r t h a n t h e o t h e r s . 
Customers' consumption behaviours 
N o t s u r p r i s i n g l y , a b o u t 3 8 % o f r e s p o n d e n t s h a d l u n c h o u t s i d e . O n 
a v e r a g e , 3 6 % o f r e s p o n d e n t s w e r e d i n i n g o u t m o r e t h a n 6 t i m e s p e r w e e k . L o c a l s t y l e 
f a s t f o o d r e s t a u r a n t s a n d l o c a l s t y l e c a s u a l r e s t a u r a n t s w e r e t h e m o s t p o p u l a r e a t i n g 
p l a c e s . C h o i c e s o f r e s t a u r a n t s t y p e w e r e q u i t e e v e n l y d i s t r i b u t e d , w h i c h o n c e a g a i n 
s h o w e d t h e s t r o n g s e l e c t i o n p o w e r o f c u s t o m e r s m e n t i o n e d e a r l i e r . 7 1 % o f t h e 
r e s p o n d e n t s f r e q u e n t l y v i s i t e d f a s t f o o d r e s t a u r a n t s i n a d a i l y o r w e e k l y b a s i s . A l m o s t 
h a l f o f t h e m w e n t t o f a s t f o o d r e s t a u r a n t s a l o n e o r w i t h o n e m o r e a c c o m p a n y . 
G e n e r a l l y s p e a k i n g , t h e p e a k h o u r s w e r e f r o m 8 a . m . t o 9 : 3 0 a . m ( b r e a k f a s t 
t i m e ) , 1 2 : 3 0 p . m . t o 2 p . m . ( l u n c h t i m e ) , 3 p . m . t o 6 p . m . ( t e a t i m e ) a n d 6 p . m . t o 9 p . m . 
( d i n n e r t i m e ) . T h e p a t t e r n o n s p e n d i n g a m o u n t a m o n g r e s p o n d e n t s w a s q u i t e s i m i l a r . 
5 4 % o f t h e m s p e n t $ l l - $ 2 0 o n b r e a k f a s t , 6 3 % o f t h e m s p e n t $ 2 1 - $ 3 0 o n l u n c h a n d 
5 5 % o f t h e m s p e n t $ l l - $ 2 0 o n t e a b r e a k . H o w e v e r , c u s t o m e r s h a v e a v e r y d i f f e r e n t 
s p e n d i n g p a t t e r n w h e n e a t i n g d i n n e r , r a n g i n g from $ 2 1 t o o v e r $ 5 0 . T h e r e f o r e , i f f a s t 
2�Appendix 8 Question 1 and Question 2 
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f o o d r e s t a u r a n t s u n d e r s t a n d t h e i r c u s t o m e r s b e t t e r , t h e y m a y b e a b l e t o e n c o u r a g e 
c u s t o m e r s t o p a y f o r h i g h e r - p r i c e d m e a l s . 
Number of visits 
A f t e r w e s e l e c t e d t h e f r e q u e n t - v i s i t c u s t o m e r s , w e f o u n d t h a t 6 8 % w e n t t o 
f a s t f o o d r e s t a u r a n t s b y t h e m s e l v e s o r w i t h o n e m o r e a c c o m p a n y . T h i s p i e c e o f 
i n f o r m a t i o n i s u s e f u l f o r f a s t f o o d r e s t a u r a n t s t o h a v e a b e t t e r i n t e r i o r d e s i g n e . g . t h e 
s i z e o f e a c h t a b l e o n c e t h e y r e c o g n i z e w h a t k i n d s o f c u s t o m e r s t h e y a r e h a v i n g a n d 
s e r v i n g . 
Factors influencing the choice 
O v e r 9 0 % o f r e s p o n d e n t s w e r e s a t i s f i e d w i t h t h e c u r r e n t s e r v i c e s o f f a s t 
f o o d r e s t a u r a n t s . I t i s a c o m m o n v i e w t h a t p r i c e i s t h e o n l y m a i n c u s t o m e r s ' c o n c e r n 
f o r f a s t f o o d r e s t a u r a n t s . H o w e v e r w e f o u n d s o m e d i f f e r e n t v i e w p o i n t s . O u r 
r e s p o n d e n t s w e r e r e q u i r e d t o p r i o r i t i z e t h e i m p o r t a n c e o f p r i c e , l o c a t i o n , f o o d 
v a r i e t i e s , s e r v i c e s , d e c o r a t i o n , c l e a n l i n e s s , f a s t a n d c o n v e n i e n c e , f o o d q u a l i t y a n d 
o t h e r s ( w h i c h a l l o w s r e s p o n d e n t s t o g i v e o t h e r s o p i n i o n s ) a s t h e f a c t o r s i n f l u e n c i n g 
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t h e c h o i c e o f f a s t f o o d r e s t a u r a n t s . F o o d qua l i ty^^ r e c e i v e d t h e h i g h e s t s c o r e s a n d w a s 
t h e m o s t i m p o r t a n t f a c t o r i n f l u e n c i n g t h e i r c h o i c e s . P r i c e w a s o n l y t h e s e c o n d 
i m p o r t a n t f a c t o r . B e s i d e s 3 2 % o f t h e r e s p o n d e n t s r e g a r d e d t h e i m p r o v e m e n t o f 
s p e c i a l p r o m o t i o n ( e . g . g i f t a n d d i s c o u n t ) c o u l d a t t r a c t t h e m t o v i s i t f a s t f o o d 
r e s t a u r a n t s a g a i n , w h i l e 2 7 % o f t h e r e s p o n d e n t s c o n s i d e r e d c h a n g i n g m e n u r e g u l a r l y 
t o b e t h e u n d e r l y i n g r e a s o n . T h i s c l e a r l y e x p l a i n s a l o w - p r i c e d s t r a t e g y a l o n e i s n o t 
e n o u g h i n f a s t f o o d r e s t a u r a n t s . J u s t m a r k - d o w n t h e p r i c e m a y n o t d i r e c t l y a t t r a c t 
c u s t o m e r s ' a t t e n t i o n . I n a d d i t i o n , r e s t a u r a n t s m a y o r g a n i z e c a m p a i g n o r p a r t n e r w i t h 
o t h e r c o m p a n i e s t o a r r a n g e f o r s p e c i a l p r o m o t i o n s , e . g . C a f e d e C o r a l h a s j u s t c a r r i e d 
o u t a c a m p a i g n o n o f f e r i n g s p e c i a l p r i c e d " M r J u i c y " f o r t h e i r c u s t o m e r s . 
H o w e v e r , d o a l l c u s t o m e r s e x p e c t t h e s a m e ? C a n f a s t f o o d r e s t a u r a n t s 
c o p y o t h e r c o m p e t i t o r s ' s t r a t e g i e s a n d o f f e r t h e s a m e k i n d o f s e r v i c e s t o c u s t o m e r s ? 
O r s h o u l d t h e y d e s i g n d i f f e r e n t i a t e d s t r a t e g y t o t a r g e t d i f f e r e n t c u s t o m e r s ? I f w e l o o k 
a t t h e r e s u l t s i n d e t a i l s , it w a s f o u n d t h a t r e s p o n d e n t s ' o c c u p a t i o n s w a s a c r u c i a l f a c t o r . 
F o r e x a m p l e , M c D o n a l d ' s w a s t h e m o s t f r e q u e n t l y v i s i t e d f a s t f o o d r e s t a u r a n t s o n 
a v e r a g e . T h e a v e r a g e s c o r e o f f r e q u e n c y o f v i s i t o f M c D o n a l d ' s i s a r o u n d 3 . 2 1 w h i l e 
C a f e d e C o r a l g a i n s 2 . 9 9 . I f w e e x a m i n e t h e d a t a , w e f o u n d t h a t s t u d e n t s , 
p r o f e s s i o n a l s a n d b l u e - c o l l a r w o r k e r s w e n t t o M c D o n a l d ' s m o r e o f t e n . W h i t e - c o l l a r 
21 Appendix 8 Question 3 
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g r o u p s , r e t i r e e s a n d h o u s e w i v e s p r e f e r r e d C a f e d e C o r a l i n s t e a d . T h e c h a r t 1 b e l o w 
s h o w s t h e f r e q u e n c y o f v i s i t s o f v a r i o u s f a s t f o o d r e s t a u r a n t s . 
Chart 1: Fast food restaurants that are frequently visited by different customer segments 
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T h e o p i n i o n s o f r e s p o n d e n t s v a r i e d in t h i s l e v e l o f s a t i s f a c t i o n t o w a r d s 
f a s t f o o d r e s t a u r a n t s . O n a v e r a g e , M c D o n a l d ' s r e c e i v e d a s a t i s f a c t o r y s c o r e o f 3 . 0 3 , 
C a f e d e C o r a l r e c e i v e d 2 . 7 7 w h i l e M a x i m ' s E x p r e s s r e c e i v e d 2 . 3 8 . C h a r t 2 b e l o w 
s h o w s t h e s a t i s f a c t i o n s c o r e s s a t i s f i e d b y d i f f e r e n t c u s t o m e r s e g m e n t s . 
Chart 2: Fast food restaurants that are satisfied by different customer segments 
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S t u d e n t s a n d p r o f e s s i o n a l s a r e m o s t l y s a t i s f i e d w i t h M c D o n a l d . V e r y 
d i f f e r e n t l y , b l u e - c o l l a r w o r k e r s r a n k e d M a x i m ' s E x p r e s s t h e first. W h i t e - c o l l a r 
w o r k e r s r a n k e d b o t h M c D o n a l d ' s a n d C a f e d e C o r a l t h e h i g h e s t w h e r e a s r e t i r e e s 
p r e f e r r e d C a f e d e C o r a l . T h o u g h h o u s e w i v e s s t a t e d t h e y o f t e n w e n t t o C a f e d e C o r a l , 
t h e y w e r e s a t i s f i e d w i t h t h e s e r v i c e o f M a x i m ' s E x p r e s s . 
W h e n c o n s i d e r i n g t h e s e l e c t i o n o f f a s t f o o d r e s t a u r a n t s , s t u d e n t s a n d 
w h i t e c o l l a r r e s p o n d e n t s p l a c e d m u c h c o n c e r n o n f o o d q u a l i t y w h i l e h o u s e w i v e s a n d 
s e l f - e m p l o y e d r e s p o n d e n t s d i f f e r . T o s e e w h e t h e r t h e r e i s a n y r e l a t i o n s h i p b e t w e e n 
t h e c u s t o m e r o c c u p a t i o n s a n d t h e f a c t o r s o f s e l e c t i n g f a s t f o o d r e s t a u r a n t s , w e u s e d 
C h i - S q u a r e T e s t f o r t h e i n d e p e n d e n c e . T o c a r r y o u t a f o r m a l s t a t i s t i c a l t e s t , w e s e t t h e 
n u l l h y p o t h e s i s Ho： c u s t o m e r o c c u p a t i o n s d o n o t d i f f e r f r o m t h e i r f a c t o r s o f s e l e c t i n g 
f a s t f o o d r e s t a u r a n t s v e r s u s Ha： c u s t o m e r o c c u p a t i o n s d o d i f f e r f r o m t h e i r f a c t o r s o f 
s e l e c t i n g f a s t f o o d r e s t a u r a n t s . F o r e a s y c a l c u l a t i o n , w e l o o k e d i n t o t w o s e l e c t i o n 
f a c t o r s , i . e . p r i c e a n d l o c a t i o n . W e s e t w h i t e - c o l l a r w o r k e r s a s o n e g r o u p a n d 
c o m b i n e d s e l f - e m p l o y e d , h o u s e w i v e s a n d r e t i r e e s a s a n o t h e r g r o u p . T h e v a l u e o f c h i -
s q u a r e s t a t i s t i c w a s 2 . 7 1 a n d t h e r e f o r e w e c a n r e j e c t H o a t t h e 0 . 1 l e v e l o f s i g n i f i c a n c e . 
H e n c e w e c a n c o n c l u d e t h a t w i t h 9 0 % c o n f i d e n c e l e v e l , t h e c u s t o m e r o c c u p a t i o n s d o 
d i f f e r f r o m t h e i r f a c t o r s o f s e l e c t i n g f a s t f o o d r e s t a u r a n t s ( p r i c e a n d l o c a t i o n ) . C h a r t 3 
b e l o w d e m o n s t r a t e s t h e a v e r a g e s c o r e o n e i g h t d i f f e r e n t r e a s o n s i n s e l e c t i n g f a s t f o o d 
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r e s t a u r a n t s r a n k e d b y d i f f e r e n t s e g m e n t s . 
Chart 3: The average score on reasons in selecting fast food restaurants 
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T h e n w h a t k i n d s o f c a m p a i g n s s h o u l d f a s t f o o d r e s t a u r a n t s c o n d u c t i n 
o r d e r t o s a t i s f y c u s t o m e r s ? 1 0 % o f r e s p o n d e n t s s t a t e d t h a t c u s t o m e r s e r v i c e s u r v e y 
w a s o n e o f t h e i r p r e f e r e n c e s . I f w e a n a l y s e it a c c o r d i n g t o c u s t o m e r o c c u p a t i o n s , 
s t u d e n t s , w h i t e - c o l l a r w o r k e r s , r e t i r e e s a n d p r o f e s s i o n w o r k e r s c h o s e s p e c i a l 
p r o m o t i o n . H o w e v e r , s e l f - e m p l o y e d , b l u e - c o l l a r w o r k e r s a n d h o u s e w i v e s p r e f e r 
r e g u l a r i m p r o v e m e n t o n c h a n g i n g m e n u . W h e n w e r u n t h e c h i - s q u a r e t e s t , w e f o u n d 
t h a t t h e c u s t o m e r o c c u p a t i o n s d o d i f f e r t h e i r s a t i s f a c t o r y c a m p a i g n s t h a t t h e y m e t . 
W e i n v e s t i g a t e d t w o s a t i s f a c t o r y c a m p a i g n s : s p e c i a l p r o m o t i o n a n d s p e c i a l m e n u a n d 
w e l o o k e d i n t o s t u d e n t s , w h i t e - c o l l a r a n d p r o f e s s i o n w o r k e r s . W e s e t t h e n u l l 
h y p o t h e s i s H o a s t h e t h r e e m e n t i o n e d c u s t o m e r o c c u p a t i o n s d o n o t d i f f e r f r o m t h e i r 
23 Appendix 8 Question 9 
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s a t i s f a c t o r y c a m p a i g n s v e r s u s Ha： t h e t h r e e m e n t i o n e d c u s t o m e r o c c u p a t i o n s d o d i f f e r 
t h e i r s a t i s f a c t o r y c a m p a i g n s . W e f o u n d t h a t t h e v a l u e o f c h i - s q u a r e s t a t i s t i c w a s 4 . 6 
a n d w e c a n r e j e c t H o a t t h e 0 . 1 l e v e l o f s i g n i f i c a n c e . H e n c e w e c a n c o n c l u d e t h a t 
t h e s e t h r e e o c c u p a t i o n s d o d i f f e r f r o m t h e i r s a t i s f a c t o r y c a m p a i g n s t h e y m e t . T h i s 
s h o w s w h y t h e c o m p a n i e s n e e d t o c o n d u c t d i f f e r e n t c a m p a i g n s t o s a t i s f y t h e i r 
c u s t o m e r s . F o r i n s t a n c e , t h e r e s t a u r a n t s n e a r s c h o o l s a n d r e s t a u r a n t s n e a r c o m m e r c i a l 
a r e a s h o u l d c a r r y o u t d i f f e r e n t s t r a t e g i e s o n s p e c i a l p r o m o t i o n a n d s p e c i a l m e n u . 
C h a r t 4 b e l o w s h o w s t h e p e r c e n t a g e o f c u s t o m e r o c c u p a t i o n s o n r e s p o n d i n g t h e 
s a t i s f i e d c a m p a i g n s t h a t t h e y m e t . 
Chart 4: Satisfactory campaigns that have been experienced by different customer segments 
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T h i s c l e a r l y s h o w s t h a t t h e f a s t f o o d r e s t a u r a n t s c a n n o t r e g a r d t h e i r 
c u s t o m e r s a s o n e h o m o g e n o u s g r o u p o f c u s t o m e r s a n d o f f e r s i m i l a r s e r v i c e s . T h e i r 
r e a s o n s o f s a t i s f a c t i o n a r e d i f f e r e n t . I n s t e a d f a s t f o o d r e s t a u r a n t s n e e d t o t r e a t t h e i r 
c u s t o m e r s a s i n d i v i d u a l c u s t o m e r s a n d p r o v i d e t a i l o r - m a d e s e r v i c e s . 
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I n a d d i t i o n , w e f o u n d t h a t f r e q u e n t c u s t o m e r s v i s i t e d f a s t f o o d r e s t a u r a n t s 
f o r d i f f e r e n t r e a s o n s . G e n e r a l l y , m o s t r e s p o n d e n t s i n c r e a s e d t h e i r v i s i t s b e c a u s e o f 
s p e c i a l d i s c o u n t . S p e c i f i c a l l y , t h e r e a s o n s f o r s e l f - e m p l o y e d a n d b l u e - c o l l a r w o r k e r s 
t o i n c r e a s e t h e i r v i s i t w e r e d u e t o s p e c i a l m e n u o f f e r e d b y t h e r e s t a u r a n t s a n d t h e 
f r e q u e n t c h a n g e o f m e n u r e s p e c t i v e l y . T o i l l u s t r a t e t h e a b o v e a r g u m e n t m o r e c l e a r l y , 
w e p i c k e d u p t h e r e a s o n s w h y p e o p l e v i s i t f a s t f o o d r e s t a u r a n t s m o r e o f t e n : c h a n g i n g 
m e n u , e x c l u s i v e f a c i l i t i e s a n d s p e c i a l s e r v i c e ( e . g . d e l i v e r y ) a n d w e g r o u p e d 
h o u s e w i v e s a n d r e t i r e e s a s o n e g r o u p , w h i t e - c o l l a r a n d p r o f e s s i o n w o r k e r s a s a n o t h e r 
g r o u p . W e s e t t h e n u l l h y p o t h e s i s H o a s c u s t o m e r o c c u p a t i o n s i n r e s i d e n t i a l a r e a s 
( h o u s e w i v e s a n d r e t i r e e s ) a n d i n c o m m e r c i a l a r e a s ( w h i t e - c o l l a r a n d p r o f e s s i o n 
w o r k e r s ) d o n o t d i f f e r t h e i r r e a s o n s o f v i s i t i n g f a s t f o o d r e s t a u r a n t s m o r e o f t e n . W e 
f o u n d t h a t t h e v a l u e o f c h i - s q u a r e s t a t i s t i c w a s 5 . 9 9 a n d w e c a n r e j e c t H o a t t h e 0 . 0 5 
l e v e l o f s i g n i f i c a n c e . H e n c e w e c a n c o n c l u d e t h a t c u s t o m e r o c c u p a t i o n s i n 
r e s i d e n t i a l / c o m m e r c i a l a r e a s d o d i f f e r f r o m t h e i r r e a s o n s o f v i s i t i n g f a s t f o o d 
r e s t a u r a n t s m o r e o f t e n . T h i s i s a n o t h e r e v i d e n c e s h o w i n g w h y c o m p a n i e s n e e d t o 
d i f f e r e n t i a t e t h e i r s t r a t e g y . F o r i n s t a n c e , s t r a t e g i e s o n c h a n g i n g m e n u , e x c l u s i v e 
f a c i l i t i e s a n d s p e c i a l s e r v i c e ( e . g . d e l i v e r y ) s h o u l d b e c a r r i e d o u t d i f f e r e n t l y i n 
c o m m e r c i a l a r e a a n d r e s i d e n t i a l a r e a . C h a r t 5 b e l o w d e m o n s t r a t e s t h e r e a s o n s o f 
v i s i t i n g f a s t f o o d r e s t a u r a n t s m o r e o f t e n b y d i f f e r e n t s e g m e n t s . 
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Chart 5: The average score on the reasons of visiting fast food restaurants more often 
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I n g e n e r a l , t h e a v e r a g e s c o r e o f t h e s p e c i a l d i s c o u n t i s 3 .5124. T h o u g h 
m o s t o f o u r r e s p o n d e n t s b e l i e v e d t h a t s p e c i a l d i s c o u n t w a s t h e m o s t s i g n i f i c a n t 
c a m p a i g n t h a t c o u l d a t t r a c t t h e m t o v i s i t f a s t f o o d r e s t a u r a n t s m o r e o f t e n , r e s t a u r a n t s 
a r e d i f f i c u l t t o o f f e r s p e c i a l d i s c o u n t a t a l l t i m e . M o r e o v e r , t h e e f f e c t i v e n e s s o f u s i n g 
p r i c e d e d u c t i o n m a y b e o n l y s h o r t - t e r m a n d t h a t i s t h e r e a s o n w h y r e s p o n d e n t s s t i l l 
r a n k e d f o o d q u a l i t y a s t h e m a j o r f a c t o r . 
Factors creating negative experience 
A g a i n , t h e m a j o r f a c t o r l e a d i n g t o t h e m o s t n e g a t i v e e x p e r i e n c e w h e n 
d i n i n g o u t w a s n o t r e l a t e d t o p r i c e . P o o r f o o d q u a l i t y r a n k e d t h e t o p b y 3 1 % o f 
r e s p o n d e n t s . I t w a s f o l l o w e d b y l a c k o f c l e a n l i n e s s a n d l o n g w a i t i n g t i m e , r a n k e d b y 
24 Appendix 8 Question 4 
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2 1 % a n d 2 0 % o f r e s p o n d e n t s r e s p e c t i v e l y . 
I n t e r e s t i n g l y , i f w e p u t it i n a n o t h e r w a y b y j u s t s e l e c t i n g t h o s e f r e q u e n t 
v i s i t c u s t o m e r s a n d t h o s e w o u l d n o t r e t u r n t o t h e s a m e r e s t a u r a n t s a f t e r h a v i n g 
n e g a t i v e e x p e r i e n c e , t h e a b o v e t h r e e f a c t o r s w e r e s t i l l t h e m o s t s i g n i f i c a n t . W e s e t t h e 
n u l l h y p o t h e s i s H o a s t h e d i s s a t i s f a c t o r y f a c t o r s f o r t h e f r e q u e n t v i s i t c u s t o m e r s i . e . 
p o o r f o o d q u a l i t y , l o n g w a i t i n g t i m e a n d l a c k o f c l e a n l i n e s s d o n o t a f f e c t t h e i r s e c o n d 
v i s i t t o t h e s a m e r e s t a u r a n t s . W e f o u n d t h a t t h e v a l u e o f c h i - s q u a r e s t a t i s t i c w a s 1 2 . 6 
a n d w e c a n r e j e c t H o a t t h e 0 . 0 5 l e v e l o f s i g n i f i c a n c e . 
I f w e a n a l y z e t h e r e s u l t s a c c o r d i n g t o d i f f e r e n t c u s t o m e r s e g m e n t s , e . g . 
o c c u p a t i o n , t h e r e i s n o c l e a r p i c t u r e a b o u t t h e r e a s o n o f d i s s a t i s f a c t i o n . T h e c h o i c e s 
o f d i f f e r e n t s e g m e n t s w e r e c o m p l e t e l y v a r i e d a s s h o w n i n t h e b e l o w c h a r t . C h a r t 5 
s h o w s t h e r e a s o n o f d i s s a t i s f a c t i o n b y d i f f e r e n t c u s t o m e r s e g m e n t s . 
Chart 6: Reasons of dissatisfaction by different customer segments 
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W e f o u n d t h a t s t u d e n t s , w h i t e c o l l a r s , b l u e c o l l a r s a n d h o u s e w i v e s 
r e g a r d e d p o o r f o o d q u a l i t y a s t h e m a j o r d i s s a t i s f a c t i o n . F o r t h e r e t i r e e s , t h e m a j o r i t y 
c o n s i d e r e d t h e l a c k o f c l e a n l i n e s s a n d u n r e a s o n a b l e p r i c e t o b e t h e f a c t o r s . 
M e a n w h i l e , l o n g w a i t i n g t i m e w a s t h e r e a s o n c h o s e n b y t h e p r o f e s s i o n a l a n d s e l f -
e m p l o y e d g r o u p s . W e s e t t h e n u l l h y p o t h e s i s H o a s c u s t o m e r o c c u p a t i o n s d o n o t 
d i f f e r t h e i r r e a s o n s o f d i s s a t i s f a c t i o n . W e f o u n d t h a t t h e v a l u e o f c h i - s q u a r e s t a t i s t i c 
w a s 5 8 . 1 a n d w e c a n r e j e c t H o a t t h e 0 . 0 5 l e v e l o f s i g n i f i c a n c e . 
H e n c e w e s u g g e s t t h e t o p m a n a g e m e n t o f f a s t f o o d r e s t a u r a n t s s h o u l d 
c o n c e r n c u s t o m e r s ' n e e d s o f e a c h i n d i v i d u a l b r a n c h w h e n t h e y a r e c r a f t i n g a n y 
s t r a t e g y . 
O n t h e o t h e r h a n d , i t i s i m p o r t a n t t o p i n p o i n t t h a t o n l y 8 % o f r e s p o n d e n t s 
w o u l d r e t u r n t o t h e s a m e r e s t a u r a n t s a f t e r t h e y g o t n e g a t i v e e x p e r i e n c e . T h i s f i g u r e 
e x p l a i n s w h y f a s t f o o d r e s t a u r a n t s m u s t s t r i v e t o u n d e r s t a n d c u s t o m e r s ' n e e d s a n d 
e x p e c t a t i o n . F a s t f o o d r e s t a u r a n t s c a n n o t s u s t a i n t h e i r c o r e c o m p e t e n c e s b y o n l y 
d i m i n i s h i n g o p e r a t i n g c o s t o r a t t r a c t i n g n e w c u s t o m e r s . I n f a c t , i t i s c r u c i a l t o r e t a i n 
t h e i r c u s t o m e r s a n d a v o i d t o l o s e t h e m . A s t h e p r o f i t m a r g i n i n t h e f a s t f o o d i n d u s t r y 
i s q u i t e s m a l l , t h e n u m b e r s o f l o y a l c u s t o m e r s a r e u n d e n i a b l y v i t a l . I t i s n o t e d t h a t 
5 4 % o f r e s p o n d e n t s m i g h t c h o o s e t o v i s i t t h e s a m e r e s t a u r a n t s a g a i n d e p e n d i n g o n 
c e r t a i n c i r c u m s t a n c e s . T h e r e f o r e , i t i s w i s e t o k n o w y o u r c u s t o m e r s f i r s t a n d c a n 
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m a k e s u r e t h a t t h o s e l o y a l c u s t o m e r s w i l l b e r e t a i n e d . 
Summary of results 
R e f l e c t e d i n o u r a b o v e a n a l y s i s , c u s t o m e r o c c u p a t i o n s d o s i g n i f i c a n t l y 
c o n s t i t u t e t o d i f f e r e n t f a s t f o o d c o n s u m p t i o n b e h a v i o u r s s u c h a s f r e q u e n c y o f v i s i t , 
t h e s a t i s f a c t o r y l e v e l o f r e s t a u r a n t s , f a c t o r s o f r e s t a u r a n t s e l e c t i o n s , r e a s o n s o f 
i n c r e a s i n g v i s i t a n d r e a s o n s o f d i s s a t i s f a c t i o n . T o e f f e c t i v e l y r e t a i n l o y a l c u s t o m e r s 
a n d a t t r a c t n e w c u s t o m e r s , f a s t f o o d r e s t a u r a n t s m u s t u n d e r s t a n d t h e i r c u s t o m e r s f i r s t 
b e f o r e c r a f t i n g a n d i m p l e m e n t i n g t h e i r s t r a t e g i e s . O n l y c o p y i n g o t h e r f a s t f o o d 
r e s t a u r a n t s ' s t r a t e g i e s i s n o u s e b e c a u s e t h i s m a y e v e n w i d e n t h e g a p c u s t o m e r 
e x p e c t a t i o n a n d s e r v i c e s o f f e r e d b y t h e c o m p a n y . A n e f f e c t i v e c u s t o m e r r e l a t i o n s h i p 
m a n a g e m e n t ( C R M ) s y s t e m i s o f i m p o r t a n t . F a s t f o o d r e s t a u r a n t s c a n r e l y o n 
a c c u r a t e i n f o r m a t i o n g e n e r a t e d b y t h e C R M s y s t e m a n d p r o v i d e t h e o p t i m a l s e r v i c e s 
t o t h e i r c u s t o m e r s . T h e i r c a p a b i l i t i e s c a n n o t b e e a s i l y c o p i e d b y o t h e r s a n d t h e r e f o r e 
h e l p s u s t a i n t h e i r c o r e c o m p e t e n c i e s . 
40 
CHAPTER VI 
RECOMMENDATION ON IMPLEMENTING CRM IN FAST FOOD 
INDUSTRY 
C R M is t h e p r o c e s s o f l e v e r a g i n g a v a r i e t y o f t e c h n o l o g i e s t h a t s u p p o r t s 
a n d c o m p l e m e n t s t h e w o r k f o r c e ' s e f f o r t s i n c o m p a n i e s a s t h e y s t r i v e t o a c h i e v e a 
h i g h e r l e v e l o f s e r v i c e a n d i n t i m a c y w i t h t h e i r c u s t o m e r s . O u r a n a l y s i s a b o v e a l r e a d y 
i l l u s t r a t e d t h a t c u s t o m e r s d o h a v e d i f f e r e n t c o n s u m p t i o n b e h a v i o u r i n t e r m s o f 
r e a s o n s o f d i s s a t i s f a c t i o n a n d r e a s o n s o f a t t r a c t i v e n e s s t o i n c r e a s e v i s i t . A d i s c i p l i n e d 
C R M p r o g r a m c a n h e l p a c o m p a n y t o r e a l i s e u n t a p p e d v a l u e i n c u s t o m e r r e l a t i o n s h i p 
a n d e n a b l e i t t o s a v e a n d m a k e m o n e y . 
Consideration of Implementing CRM 
B e f o r e e m p l o y i n g C R M , c o m p a n y s h o u l d c o n s i d e r w h e t h e r C R M c a n 
r e a l l y h e l p , i n w h a t m a r k e t p o s i t i o n t h a t t h e c o m p a n y i s l o c a t e d a t a n d w h a t t h e 
c o m p a n y ' s l o n g t e r m a n d s h o r t t e r m o b j e c t i v e s a r e . W e s u g g e s t t h e c o m p a n y s h o u l d 
p l a n t h e r o a d m a p o f C R M f i r s t . I t c a n b r i n g t h e c o m p a n y a w i d e r v i e w o f C R M 
v i s i o n a n d s t r a t e g y , a n d h e l p s t h e m i n c r e a t i n g c o m p e l l i n g e x p e r i e n c e s f o r c u s t o m e r s . 
T h e c r e a t i o n o f a n e n s u i n g r o a d m a p t h a t s e t s o u t d e f i n e d b e n e f i t s t h r o u g h o u t t h e 
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t r a n s f o r m a t i o n p r o g r a m i s a c r i t i c a l s u c c e s s f a c t o r . T h e c h a r t b e l o w s h o w s o u r 
s u g g e s t e d w a y s o n h o w c o m p a n y p l a n s t h e e x e c u t i o n o f C R M . 
Figure 2: The CRM Roadmap 
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T h e c o m p a n y s h o u l d f i r s t d e f i n e t h e i r p o s i t i o n a n d o b j e c t i v e . T h e n t h e y 
a r e r e q u i r e d t o d e f i n e t h e i r c u s t o m e r s , w h a t t h e i r c u s t o m e r s ' e x p e c t a t i o n . A f t e r t h a t , 
t h e c o m p a n y n e e d s t o d e s i g n t h e i r C R M b u s i n e s s m o d e l , t h a t i s , d e t e r m i n e s t h e 
a l i g n m e n t o f c u s t o m e r e x p e r i e n c e t o b u s i n e s s p r o c e s s e s a n d p r i o r i t i z e s t h e i r s h o r t -
t e r m a n d l o n g - t e r m C R M p o r t f o l i o : w h a t t h e c o m p o n e n t s t h a t t h e C R M s y s t e m s h o u l d 
c a r r y a n d i n v o l v e . M e a n w h i l e t h e y s h o u l d c o n c e r n w h e t h e r t h e C R M t e c h n o l o g y c a n 
s u p p o r t t h e i r o b j e c t i v e a n d h o w t o d e v e l o p t h e c o m p a n y a r c h i t e c t u r e t o e n a b l e t h e 
n e w b u s i n e s s p r o c e s s e s . F o l l o w i n g t h a t , t h e y c a n d e s i g n , c o n f i g u r e a n d i n t e g r a t e 
p r o c e s s a n d t e c h n o l o g y . W h e n a l l t h e s e p r e p a r a t i o n w o r k a n d p r o c e d u r e s c o m p l e t e , 
C R M c a n b e i m p l e m e n t e d . I n d e e d , a l l t h e i n v o l v e d s t a f f r e q u i r e d s u f f i c i e n t t r a i n i n g 
b e f o r e h a n d . F i n a l l y , t h e c o m p a n y s h o u l d d e c i d e c e r t a i n i n d i c a t o r s t o a n a l y s e t h e 
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e f f e c t i v e n e s s o f t h e p r o g r a m . C l e a r l y , t h e r e i s n o " o n e s i z e f i t s a l l " t o f o l l o w . I n t h e 
f o l l o w i n g s e c t i o n , w e a r e g o i n g t o e x p l a i n t h e d i f f e r e n t s t a g e s o f o u r d e s i g n e d C R M 
R o a d m a p . 
Define the objective 
N o m a t t e r w h e t h e r t h e c o m p a n y d e c i d e s r u n n i n g C R M o r n o t , i t i s v e r y 
i m p o r t a n t f o r a c o m p a n y t o d e f i n e t h e i r o b j e c t i v e a n d s t r a t e g y . 
"A company objective is the company's performance targets, the results 
and outcomes that the company wants to achieve. A strategy reflects managerial 
choices among alternatives and signals organizational commitment to particular 
products, markets, competitive approaches, and ways of operating the enterprise. 
Objectives are the "ends and strategy is the "means ” of achieving them. 
C o m p a n i e s h a v e t o r e c o g n i s e t h e i r p o s i t i o n s i n t h e m a r k e t p l a c e . B e s i d e s , 
t h e y n e e d t o k n o w w h a t t h e y w a n t t o b e . A s t h e f a s t f o o d i n d u s t r y i s a l o w - p r o f i t 
m a r g i n i n d u s t r y , e f f e c t i v e m a n a g e m e n t a n d e f f i c i e n c y m e a s u r e s w o u l d c o n t i n u e t o 
r e i n f o r c e t h e i r m a r k e t l e a d e r s h i p p o s i t i o n . I n a d d i t i o n , s t r e n g t h e n i n g c u s t o m e r v a l u e 
b y a c k n o w l e d g e t h e i r n e e d s i s o n e o f t h e k e y s u c c e s s f a c t o r s . O n c e t h e c o m p a n y h a s 
25 Abstract from Arthur A. Thompson Jr. & A J . Strickland 111,2001 "Crafting and Executing 
Strategy." McGraw-Hill Irwin, pp 9-10. 
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d e c i d e d t o b e c u s t o m e r - c e n t r i c a n d o p e r a t i o n a l e f f i c i e n t , C R M c a n h e l p . H o w e v e r 
c o s t c o n t r o l i n f a s t f o o d i n d u s t r y i s v e r y i m p o r t a n t d u e t o t h e l o w p r o f i t m a r g i n . 
C e r t a i n l y t h e y a l s o n e e d t o d e c i d e t h e s c o p e o f t h e i m p l e m e n t a t i o n , w h e t h e r t h e w h o l e 
c o m p a n y w i l l i n v o l v e , t h e i r l o n g t e r m a n d s h o r t t e r m o b j e c t i v e a n d a l s o a n y 
a d j u s t m e n t s f o r t h e c o m p a n y ' s s t r u c t u r e t h a t a r e r e q u i r e d t o c h a n g e . F r o m o u r s u r v e y , 
w e f o u n d t h a t " p r i c e " i s n o t t h e m o s t i m p o r t a n t f a c t o r i n a f f e c t i n g c u s t o m e r s ' c h o i c e 
o f f a s t f o o d r e s t a u r a n t s . I n s t e a d , t h e y a r e m o r e c o n c e r n e d o n f o o d q u a l i t y . H e n c e 
w i t h o u t C R M , t h e c o m p a n y i s d i f f i c u l t t o k n o w w h a t t h e i r t a r g e t c u s t o m e r s r e a l l y 
w a n t . F o r i n s t a n c e , C a f e d e C o r a l h a s s p e n t H K $ 6 5 m i l l i o n o n t h e d e v e l o p m e n t o f 
B M S i n 2 0 0 1 . B y u n d e r s t a n d i n g i t s c u s t o m e r n e e d s a n d r u n n i n g o p e r a t i o n m o r e 
e f f i c i e n t l y w i t h t h e h e l p o f C R M , t h e m a r k e t s h a r e o f C a f e d e C o r a l i s e x p e c t e d t o 
f u r t h e r g r o w in l o n g r u n . 
Define the customer 
C o m p e t i t i o n i n t h e f a s t f o o d i n d u s t r y i s f i e r c e . T o w i n t h e b a t t l e , 
c o m p a n i e s h a v e t o p r o v i d e n o t o n l y r e a s o n a b l e p r i c e m e a l s , b u t a l s o a c o n s i s t e n t l y 
h i g h - q u a l i t y e x p e r i e n c e t o c u s t o m e r s - o n b o t h s e r v i c e a n d q u a l i t y o f f o o d , a n d b e 
a b l e t o m a n a g e t h i s o v e r t i m e , a n d a c r o s s a m u l t i t u d e o f t o u c h p o i n t s . H o w e v e r t h i s 
m a y b e c o m e a n e x p e n s i v e v e n t u r e . M e a n w h i l e , t h e c o n t e s t f o r c u s t o m e r s a m o n g 
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c o m p e t i t o r s , a l o n g w i t h a b u n d a n t c u s t o m e r c h o i c e s , h a s p u s h e d c u s t o m e r 
e x p e c t a t i o n s t o n e w h e i g h t s . W h o h a s t h e p a t i e n c e f o r a p r o v i d e r t h a t d o e s n ' t d e l i v e r 
o n t i m e , w i t h q u a l i t y 一 a n d w i t h a b u r n i n g d e s i r e t o s a t i s f y t h e i r n e e d s ? H e n c e 
c o m p a n i e s n e e d t o k n o w w h o t h e i r c u s t o m e r s a r e a n d a l s o t h e i r h a b i t s , t h e i r 
p r e f e r e n c e s , t h e i r e x p e c t a t i o n s , t h e i r e x p e r i e n c e s w h e n t h e y v i s i t r e s t a u r a n t s a n d t h e i r 
u l t i m a t e v a l u e t o t h e c o m p a n i e s . A s i l l u s t r a t e d i n o u r a n a l y s i s a b o v e , u n d e r s t a n d i n g 
t h e o c c u p a t i o n s e g m e n t s o f c u s t o m e r s a l l o w s f a s t f o o d r e s t a u r a n t s t o k n o w w h o t h e i r 
c u s t o m e r s a r e . F r o m c u s t o m e r s ' p o i n t o f v i e w , t h e s t a g e s o f d e f i n i n g c u s t o m e r s ' 
e x p e r i e n c e i s v e r y i m p o r t a n t . T h e n t h e c o m p a n i e s m u s t d e t e r m i n e h o w t o i n v e s t i n 
e a c h s t a g e t o g e n e r a t e t h e g r e a t e s t c u s t o m e r a n d b u s i n e s s i m p a c t . 
Design of the CRM business model in the business operation 
A f t e r t h e m a n a g e m e n t o f t h e c o m p a n y d e f i n e s t h e i r s t r a t e g y o n r u n n i n g 
C R M , t h e w h o l e c o m p a n y s h o u l d w o r k t o g e t h e r t o i m p l e m e n t i n g t h e c o n c e p t o f C R M . 
I t i s n o t j u s t t h e r e s p o n s i b i l i t i e s o f t h e m a r k e t i n g o r f r o n t - e n d d e p a r t m e n t s . T h e y 
s h o u l d v i e w C R M a s t h e b a s i s o f c o r p o r a t e b u s i n e s s s t r a t e g y a n d t h e m e a n s f o r 
t r a n s f o r m i n g t h e v e r y n a t u r e o f h o w t h e i r c o n d u c t b u s i n e s s . I n t h e f o l l o w i n g s e c t i o n , 
w e w i l l r e c o m m e n d t h e d e s i g n o f C R M a n d h o w C R M c a n b e c a r r i e d o u t b o t h 
i n t e r n a l l y a n d e x t e r n a l l y i n f a s t f o o d c o m p a n i e s . 
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T h e d e s i g n o f C R M i n c l u d e s a v a r i e t y o f a d d i t i o n a l f u n c t i o n s a n d v i t a l 
d a t a s u c h a s : s p e c i f i c p r o d u c t a n d p r i c i n g i n f o r m a t i o n , g e n e r a t i o n o f p r i c e b o o k s a n d 
o r d e r g u i d e s , i n v e n t o r y s t a t u s a n d s u b s t i t u t i o n s , p e r f o r m a n c e r e p o r t s i n c l u d i n g i t e m 
m o v e m e n t a n d s a l e s r e c a p r e p o r t s , c r e d i t m a n a g e m e n t i n f o r m a t i o n i n c l u d i n g i n v o i c e 
a n d p a y m e n t a n d a d j u s t m e n t h i s t o r y . I t a l s o i n c l u d e s s e g m e n t - s p e c i f i c , v a l u e - a d d e d 
s e r v i c e s , e . g . M e n u P l a n n i n g a n d M e n u C o s t i n g . T h e p r i m a r y d a t a n e e d e d i s 
o b v i o u s l y i n d i v i d u a l c u s t o m e r ' s d a t a . C u s t o m e r s ' d a t a s h o u l d b e l i n k e d t o v a r i o u s 
a p p l i c a t i o n s w h i c h d r a w u p o n t h e d a t a . H o w t o e n s u r e a g o o d C R M i m p l e m e n t a t i o n ? 
W e d e s i g n t h e C R M b u s i n e s s m o d e l a s t h e f o l l o w i n g d i a g r a m . T h e m o d e l i s s h o w i n g 
h o w t h e c u s t o m e r s ' d a t a t h r o w t h r o u g h a r o u n d t h e d e p a r t m e n t s w i t h i n t h e c o m p a n y o f 
t h e f a s t f o o d r e s t a u r a n t s . 
Figure 3: The Suggested CRM Business Model 
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T h e d e s i g n o f t h e s y s t e m r e q u i r e s t h e w h o l e c o m p a n y t o p a r t i c i p a t e . T h e 
i m p l e m e n t a t i o n o f C R M s h o u l d b e d i v i d e d i n t o d i f f e r e n t s t a g e s . I n t h e b e g i n n i n g 
s t a g e , e a c h d e p a r t m e n t s h o u l d v o i c e o u t t h e i r n e e d s o n w h a t i n f o r m a t i o n t h e y r e q u i r e 
o r a l r e a d y c a r r y . R e p r e s e n t a t i v e s f r o m e a c h d e p a r t m e n t s h o u l d f o r m a t e a m t o c a r r y 
o u t t h e C R M p r o j e c t . T h e y s h o u l d c o l l e c t a l l r e q u i r e m e n t s f r o m e a c h d e p a r t m e n t a n d 
b r a n c h , c o m b i n e t h e i r i n i t i a l C R M o b j e c t i v e s a n d t h e i r t a r g e t c u s t o m e r s , a n d l a s t l y 
d e s i g n t h e f l o w a n d t h e s y s t e m o f C R M . 
Implementation and Training 
W e s u g g e s t t h a t e a c h b r a n c h o f t h e f a s t f o o d r e s t a u r a n t s s h o u l d p a r t i c i p a t e 
i n g a t h e r i n g d a t a f r o m c u s t o m e r s b y d i f f e r e n t m e a n s . B e s i d e s t h e y s h o u l d b e w e l l 
t r a i n e d o n h o w t o p r o c e s s b e f o r e t h e i m p l e m e n t a t i o n . O t h e r w i s e t h e d a i l y s a l e s m a y 
b e a f f e c t e d . D e t a i l s U s e r A c c e p t a n c e T e s t ( " U A T " ) a n d c o n t i n g e n c y p l a n s s h o u l d b e 
c a r r i e d o u t a n d d e s i g n e d b e f o r e t h e o p e r a t i o n o f C R M . 
W h e n t h e s y s t e m s t a r t s a t t h e b r a n c h l e v e l , t h e C R M s y s t e m i n e a c h 
b r a n c h w i l l a n a l y s e t h e d a t a a n d r e s p o n s e i m m e d i a t e l y . F o r i n s t a n c e , t h e s y s t e m w i l l 
g e n e r a t e r e a l t i m e r e p o r t s t o s h o p m a n a g e r s f o r t h e n u m b e r s o f s a l e s s o t h a t t h e s h o p 
m a n a g e r s c a n a r r a n g e t h e n u m b e r o f s t a f f f o r s e r v i n g . T h e a m o u n t o f m e a l s s o l d a n d 
t h e f o o d i n v e n t o r y c a n b e m o n i t o r e d t i g h t l y s o t h a t s h o p m a n a g e r s c a n p l a n a b e t t e r 
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s t o c k c o n t r o l . A l l t h e s a l e s d a t a t o g e t h e r w i t h c u s t o m e r s p u r c h a s i n g p a t t e r n w i l l b e 
s e n t t o t h e c e n t r a l d a t a b a s e . T h e c e n t r a l d a t a b a s e w i l l a n a l y s e a l l t h e i n f o r m a t i o n a n d 
g i v e c o r r e s p o n d i n g a c t i o n s i m m e d i a t e l y . F o r e x a m p l e , t h e y c a n c o n t a c t t h e s u p p l i e r s 
f o r i n c r e a s i n g c e r t a i n s t o c k s a n d d e l i v e r t o t h e c o r r e s p o n d i n g h i g h d e m a n d s t o r e s 
i m m e d i a t e l y . M a r k e t i n g D e p a r t m e n t c a n m a k e u s e o f t h e i n f o r m a t i o n g e n e r a t e d f r o m 
t h e c e n t r a l d a t a b a s e t o a n a l y s e c u s t o m e r s ' b e h a v i o u r s a n d p r e f e r e n c e s t o l a u n c h 
a p p r o p r i a t e p r o m o t i o n p r o g r a m m e s . 
Data collecting from customers 
O n e i m p o r t a n t c h a n n e l t o c o l l e c t d a t a f r o m c u s t o m e r s i s w h e n c u s t o m e r s 
p a y f o r t h e f o o d . W e s u g g e s t o n e o f t h e w a y s f o r d a t a c o l l e c t i o n i s t o e n c o u r a g e 
c u s t o m e r s t o u s e O c t o p u s f o r p a y m e n t . I t i s b e c a u s e t h e e l e c t r o n i c d a t a o f e a c h 
o c t o p u s c a r d w i t h s p e c i f i c n u m b e r s a l l o w s t h e f a s t f o o d r e s t a u r a n t s t o s e a r c h t h e i r 
d a t a b a s e o n c a r d o w n e r ' s p r e v i o u s p u r c h a s i n g b e h a v i o u r s . F o r t h e P e r s o n a l i s e d 
O c t o p u s C a r d (個人 / V 達通卡 )， t h e s y s t e m c a n r e c o g n i z e t h e p e r s o n a l d a t a o f t h e 
o c t o p u s h o l d e r . 
A l t h o u g h s o m e f a s t f o o d r e s t a u r a n t s h a v e a l r e a d y i n s t a l l e d t h i s c a s h - l e s s 
p a y m e n t s y s t e m , u s u a l l y j u s t n e x t t o t h e c a s h i e r , a s a n o t h e r m e a n s f o r p a y m e n t , w e 
s u g g e s t t h e f a s t f o o d r e s t a u r a n t s s h o u l d m a k e g o o d u s e o f t h e c a r d s y s t e m . I t c a n 
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r e c o r d i n d i v i d u a l c o n s u m p t i o n b e h a v i o u r s , i n c l u d i n g t h e t i m e o f p u r c h a s e , t h e a m o u n t 
o f p u r c h a s e , p r o d u c t s p u r c h a s e d a n d t h e f r e q u e n c y o f p u r c h a s e s . A l t e r n a t i v e l y , w e 
r e c o m m e n d t h a t s t o r e s s h o u l d i n s t a l l s o m e s e l f - s e r v e d O c t o p u s v e n d i n g m a c h i n e s t o 
l e t c u s t o m e r s c h o o s e t h e i r d e s i r e f o o d b y t h e m s e l v e s . T h e d a t a a b o u t t h e i r f o o d 
s e l e c t i o n p r o c e s s c a n t h e n b e r e c o r d e d a s w e l l . E a c h t i m e w h e n t h e y u s e t h e i r o w n 
O c t o p u s c a r d , t h e i r p r e f e r r e d f o o d c h o i c e s a n d m e a l s i n e x c e s s s u p p l y w i l l b e 
p r i o r i t i z e d t o a p p e a r o n t h e f r o n t p a g e o f t h e s c r e e n . T h e n c u s t o m e r s c a n s h o r t e n t h e i r 
p u r c h a s i n g t i m e i f t h e y m o s t l y p u r c h a s e t h e s a m e k i n d o f f o o d . M e a n w h i l e , i t h e l p s 
t o a t t r a c t c u s t o m e r s t o b u y t h o s e m e a l s w h i c h a r e i n e x c e s s s u p p l y . 
E s s e n t i a l l y , w h e n t h e s y s t e m r e c e i v e s t h e o u t - o f - s t o c k s i g n a l f r o m 
k i t c h e n s , i t w i l l a u t o m a t i c a l l y d e l e t e t h e c h o i c e f r o m t h e c a s h i e r s ' s c r e e n a n d / o r t h e 
s e l f - s e r v e d O c t o p u s C a r d v e n d i n g m a c h i n e . T h e r e f o r e , c u s t o m e r s c a n o n l y p u r c h a s e 
a v a i l a b l e m e a l s a n d w i l l n o t b e d i s a p p o i n t e d i f t h e y h a v e o r d e r e d o u t - o f - s t o c k m e a l s . 
W e r e c o m m e n d t h a t k i t c h e n s s h o u l d r e c o r d a n d k e y in t h e n u m b e r o f s t o c k s i n t o t h e 
s y s t e m a t t h e b e g i n n i n g o f t h e m e a l - s e r v e d p e r i o d , e . g . b r e a k f a s t o r l u n c h . T h e n t h e 
s y s t e m w i l l b e a u t o m a t i c a l l y d e d u c t e d t h e a m o u n t o n c e t h e c h o i c e i s s o l d . B e s i d e s , a s 
w e m e n t i o n e d b e f o r e , t h o s e m e a l s c h o i c e i n e x c e s s s h o u l d a p p e a r o n t h e f r o n t p a g e o f 
t h e s c r e e n s o a s t o v e n d o u t m o r e q u i c k l y . C e r t a i n l y , k i t c h e n s o r i n v e n t o r y c o n t r o l 
s u p e r v i s o r s s h o u l d u p d a t e a n d c h e c k t h e r e c o r d s f r e q u e n t l y t o e n s u r e a c c u r a c y . 
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O n t h e o t h e r h a n d , i n d i v i d u a l c u s t o m e r d a t a a n a l y s i s s h o u l d b e 
c o m p l e m e n t e d b y c o n d u c t i n g q u e s t i o n n a i r e s a b o u t t h e i r c o m m e n t s o n c u s t o m e r 
s e r v i c e s s u c h a s n e w l y l a u n c h e d m e a l s , s h o p e n v i r o n m e n t , f o o d q u a l i t y , p r i c e , 
p r o m o t i o n a n d s e r v i c e i s s u e s . A n o t h e r m e t h o d i s t o a d v o c a t e t h e u s a g e o f c u s t o m e r 
f e e d b a c k c h a n n e l s s u c h a s g i v i n g t a b l e - s t a n d c o m m e n t p a p e r s . A l l t h e s e d a t a s h o u l d 
b e c o d e d in t h e C R M s y s t e m . A t t h i s s t a g e o f d a t a c o l l e c t i o n , f r o n t l i n e s t a f f m u s t 
u n d e r s t a n d t h e c o n c e p t a n d b e a b l e t o a c c e p t t h e n e w C R M a p p l i c a t i o n . 
Data Analysis for Branch Control 
C u s t o m e r s o f d i f f e r e n t s t o r e s i n e a c h d i s t r i c t h a v e d i f f e r e n t n e e d s . I f t h e 
m a n a g e m e n t o f t h e c o m p a n y a l l o w , m a n a g e r s o f e a c h s t o r e s h o u l d m a r k e t t h e i r s t o r e s 
l i k e t h e i r o w n s t o r e s a n d p e r f o r m l o c a l i z a t i o n . T h e d e g r e e o f l o c a l i z a t i o n d e p e n d s o n 
t h e c o m p a n y ' s p o l i c y a s s o m e c o m p a n i e s n e e d s t o c o n t r o l t h e s t a n d a r d i z a t i o n o f 
p r o d u c t a n d s e r v i c e s , t h e y o n l y a l l o w m i n i m a l d i s c r e t i o n f o r t h e i r s t o r e m a n a g e r s . 
O n c e t h e f a s t f o o d r e s t a u r a n t s i d e n t i f y t h e c u s t o m e r s e g m e n t a t i o n a n d c o n s u m p t i o n 
b e h a v i o u r s o b t a i n e d f r o m t h e d a t a a n a l y s i s , t h e c e n t r a l d a t a b a s e s h o u l d d i s t r i b u t e t h e 
r e s u l t s t o e a c h s t o r e . S t o r e m a n a g e r s s h o u l d c o r r e l a t e t h o s e d a t a w i t h t h e m e n u 
p l a n n i n g a n d m e n u c o s t i n g . B e s i d e s , t h e c u s t o m e r d a t a a n a l y s i s s h o u l d b e u s e d t o 
s e r v e t h e t a s k o f b r a n c h c o n t r o l a n d p l a n n i n g f o r t h e t o p m a n a g e m e n t . I n t h i s a s p e c t , 
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f a s t f o o d r e s t a u r a n t s s h o u l d e v a l u a t e t h e s u f f i c i e n c y o f t h e n u m b e r o f b r a n c h e s , t h e 
c o r r e c t n e s s o f t h e b r a n c h l o c a t i o n , t h e i n t e r i o r d e s i g n a n d e q u i p m e n t n e e d e d i n e a c h 
s t o r e . 
Data Transfer to Suppliers 
O n c e t h e s a l e s d a t a o f e a c h b r a n c h a r e s e n t t o t h e c e n t r a l d a t a b a s e , t h e 
s y s t e m w i l l a n a l y s e t h e c u r r e n t a n d h i s t o r i c a l r e c o r d s o f t h e s a l e s a n d i n v e n t o r y . 
T h e n t h e r e q u i r e d a m o u n t o f s t o c k s a n d n i g h t l y p o i n t - o f - s a l e d a t a o n e v e r y f o o d i t e m 
s o l d o n t h e p r e v i o u s d a y w i l l b e s e n t t o t h e i r s u p p l i e r s . W e r e c o m m e n d s u p p l i e r s 
s h o u l d u s e t h i s d a t a t o p l a n d e l i v e r y s c h e d u l e s i n o r d e r t o r e d u c e i n v e n t o r y , a s t h e 
c o m p o n e n t s i n f o o d p r o c e s s i n g s h o u l d b e k e p t i n fresh a n d g o o d c o n d i t i o n . A f t e r 
s u p p l i e r s r e c e i v e t h e o r d e r s , t h e y c a n d e l i v e r t h e m a t e r i a l s t o t h e c o r r e s p o n d i n g 
b r a n c h e s o n t i m e w i t h p r o p e r a m o u n t s 
Data Flow to Financials and Accounting 
A l l d a i l y t r a n s a c t i o n s o f a l l s t o r e s w i l l b e t r a n s m i t t e d t o t h e c e n t r a l 
d a t a b a s e . F i n a n c i a l a n d A c c o u n t i n g d e p a r t m e n t s c a n g e t t h e r e p o r t d i r e c t l y . B e s i d e s , 
t h e a d v o c a c y o f O c t o p u s p a y m e n t s h o u l d a l t e r t h e e x i s t i n g c a s h m a n a g e m e n t o f f a s t 
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f o o d r e s t a u r a n t s . B y h a v i n g t h i s c a s h l e s s p a y m e n t m e t h o d , c a s h m a n a g e m e n t c a n b e 
e a s i e r t o b e c e n t r a l i z e d . 
Data used by Sales and Marketing 
T h e c o l l a t i o n o f c u s t o m e r s ' d a t a t o s a l e s a n d m a r k e t i n g a r e a i s i m p o r t a n t . 
A l l i n f o r m a t i o n a b o u t c u s t o m e r s ' f l o w , t y p e s o f f o o d s o l d a n d t h e a m o u n t s o l d , e t c . 
w i l l b e s e n t t o t h e S a l e s a n d M a r k e t i n g D e p a r t m e n t f o r a n a l y s e s . M a n a g e m e n t s h o u l d 
r e c e i v e m o r e d e t a i l e d s t a t i s t i c s o n w h a t c u s t o m e r s w a n t a n d t h e n t u r n t h a t i n f o r m a t i o n 
i n t o m a r k e t i n g c a m p a i g n s . 
Data Analysis for Procurement and Inventory Control 
C u s t o m e r s ' d a t a a n a l y s i s s h o u l d b e u s e d t o s e r v e t h e p r o c u r e m e n t a n d 
i n v e n t o r y c o n t r o l . I n m o r e d e t a i l s , t h e s e c o n t r o l s c o u l d b e t h e g e n e r a t i o n o f p r i c e 
b o o k s a n d o r d e r g u i d e s ; i n v e n t o r y s t a t u s a n d s u b s t i t u t i o n s ; p e r f o r m a n c e r e p o r t s 
i n c l u d i n g i t e m m o v e m e n t a n d s a l e s r e c a p r e p o r t s a n d c r e d i t m a n a g e m e n t i n f o r m a t i o n 
i n c l u d i n g i n v o i c e , p a y m e n t a n d a d j u s t m e n t h i s t o r y . 
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staff Arrangement 
T h e c u s t o m e r d a t a a n a l y s i s s h o u l d b e t r a n s f e r r e d t o t h e h u m a n r e s o u r c e s 
m a n a g e m e n t d e p a r t m e n t s o a s t o b e t t e r u t i l i z e t h e i r l a b o u r f o r c e d u r i n g p e a k a n d n o n -
p e a k h o u r s . M o r e o v e r , t h e q u a l i t y o f s t a f f s h o u l d b e a d d r e s s e d a f t e r k n o w i n g t h e 
e x p e c t a t i o n o f c u s t o m e r s e r v i c e . T h e q u a l i t y o f s t a f f m a y c o n s i s t o f s t a f f a t t i t u d e , 
s t a f f a s s i s t a n c e a n d a n s w e r i n g t o c u s t o m e r s ' e n q u i r i e s a n d e v e n p r o d u c t k n o w l e d g e . 
Measure Results, Maintain and Operate 
A s u c c e s s f u l C R M p r o g r a m is i m p o r t a n t b e c a u s e it h e l p s t h e c o m p a n y t o 
c r e a t e p r o f i t a n d s u s t a i n g r o w t h a s a r e s u l t o f m o r e d i s c i p l i n e d c u s t o m e r m a n a g e m e n t . 
C e r t a i n k e y p e r f o r m a n c e i n d i c a t o r s s u c h a s R O I ^ ^ c a n b e u s e d f o r t h e m e a s u r e m e n t o f 
t h e r e s u l t s . A b e n e f i t m a p p i n g c a n h e l p i d e n t i f y t h e e f f e c t i v e n e s s o f t h e s y s t e m . T h e 
f o l l o w i n g d i a g r a m s h o w s t h e e x a m p l e o f b e n e f i t m a p p i n g , w h a t b e n e f i t d r i v e r s c a n b e 
g e n e r a t e d b y C R M a n d s o m e o f t h e c o n s e q u e n t b e n e f i t s f o r t h e c o m p a n y . 
26 ROI refers as Return on Investment. It can be defined as net future cash flows set against initial 
investment. 
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Figure 4: The benefits generated by CRM 
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ R e t u r n 
/ \ ^ 
SUPERIOR I IMPROVE CUSTOMER SERVICE 
^ CUSTOMER ^ - CREATE CUSTOMER LOYALTY 
E X P E R I E N C E ..] - INCREASE CUSTOMER FLOW F 
^ - > REVENUE GROWTH ::: 
B EXTERNAL FACILITATES CHANNELS PROCESSES 左丨 
^ OPERATION ^ | - COORDINATE WITH EXTERNAL PARTIES P 
E F F I C I E N C Y ^ - > EFFICIENCY SAVINGS JVI 
L J I I 
I N T E R N A L IMPROVE THE INTERNAL OPERATION ：^ 
^ -J I - LEGACY SYSTEMS RETIREMENT ^ 
• U P E R A I I O N _ ^ | - SIMPLIFIED OPERATION FLOW | 
匕 I T I C I E N C Y - > SAVINGS ON REDUNDANCY COSTS | 
H o w e v e r c e r t a i n a d v a n t a g e s c a n n o t b e c a l c u l a t e d d i r e c t l y . F o r i n s t a n c e , 
t h e c o s t s a v i n g s in t h e b u s i n e s s p r o c e s s e s , i m p r o v e d r e v e n u e a n d m a r g i n y i e l d f r o m 
c u s t o m e r s , e n h a n c e d c u s t o m e r e x p e r i e n c e a n d t h e r e d u c e d t o t a l c o s t o f d u p l i c a t e d 
s y s t e m s o w n e r s h i p f r o m e a c h d e p a r t m e n t . T h e s e a r e a l s o t h e b e n e f i t s f o r t h e 
c o m p a n y b u t c a n n o t b e c a l c u l a t e d . 
T h e i m p l e m e n t a t i o n o f C R M is n o t j u s t a p r o j e c t b a s e d a s s i g n m e n t . I t 
r e q u i r e s t h e c o m p a n y c o n t i n u o u s i m p r o v e m e n t a n d m a i n t e n a n c e a c c o r d i n g t o t h e 
c h a n g e s o n i n t e r n a l o r e x t e r n a l e n v i r o n m e n t s , e . g . t h e a d j u s t m e n t o n o r g a n i z a t i o n 
s t r u c t u r e a n d c o m p a n y ' s s t r a t e g y o r t h e c h a n g e s o f t h e m a r k e t e c o n o m y . 
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CHAPTER VII 
The Importance of CRM to the fast food industry 
I n t h e p a s t , p e o p l e d i d n o t d e m a n d s o m u c h . R e s t a u r a n t s d o n o t h a v e a n y 
s p e c i a l c o m p e t e n c e b u t p e o p l e w o u l d s t i l l c o m e . T h e s t r o n g b a r g a i n i n g p o w e r o f 
c u s t o m e r s o n c e a g a i n f o r c e s f a s t f o o d r e s t a u r a n t s t o p r o v i d e m o r e t h a n b e f o r e . G i v e n 
t h e f a c t t h a t e c o n o m i c d o w n t u r n a n d t h e r a i s i n g o f c u s t o m e r s ' r e q u i r e m e n t , i f 
r e s t a u r a n t s w a n t t o c o n t i n u e i t s b u s i n e s s , t h e y n e e d m o r e s p e c i a l t i e s . C u s t o m e r s n o w 
p r e f e r t o v i s i t r e s t a u r a n t s w h i c h o f f e r d e l i c i o u s a n d a w i d e v a r i e t y o f f o o d b u t w i t h 
r e a s o n a b l e p r i c e s . I n a d d i t i o n , a t t h i s p r i c e l e v e l , c u s t o m e r s s t i l l e x p e c t g o o d s e r v i c e s . 
T h i s i s a h a r d t i m e f o r t h e f a s t f o o d i n d u s t r y . G o o d w h o l e s o m e f o o d , l o w p r i c e , c l e a n 
e n v i r o n m e n t a n d c o u r t e o u s a n d f a s t s e r v i c e a r e t h e b a s i c r e q u i r e m e n t s a n d 
e x p e c t a t i o n f r o m c u s t o m e r s o f f a s t f o o d r e s t a u r a n t s . C R M m a y h e l p t h e r e s t a u r a n t s t o 
m a k e s u r e t h a t t h e s e c l a i m s h a p p e n . 
U s i n g d a t a w a r e h o u s i n g a n d C R M , c u s t o m e r s t r a t e g i e s s h o u l d a d d v a l u e 
t o t h e c u s t o m e r a s w e l l a s t o t h e b o t t o m - l i n e . A s w e h a v e s e e n , s o m e c o m p a n i e s i n 
t h e f a s t f o o d i n d u s t r y a l r e a d y s t a r t e d t o i n t e g r a t e c u s t o m e r - c e n t r i c d a t a w a r e h o u s i n g 
f o r g e n e r a t i n g n e w b u s i n e s s o p p o r t u n i t i e s , m a n a g i n g p r e s e n t c u s t o m e r r e t e n t i o n , 
i n c r e a s i n g t h e i r a b i l i t i e s t o a c q u i r e n e w c u s t o m e r s , a n d t o i n c r e a s e p r o f i t a b i l i t y i n 
m u l t i p l e m e t h o d s a n d a p p r o a c h e s . 
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Winning in the Competition 
A s t h e n u m b e r o f f a s t f o o d r e s t a u r a n t s i n t h e m a r k e t i n c r e a s e s , 
c o m p e t i t i o n f o r c e s p r i c e s t o d e c l i n e a n d p u t a n e f f o r t o n e f f i c i e n c y t o m a i n t a i n 
p r o f i t a b i l i t y a n d s a l e s g r o w t h . I n t h i s e n v i r o n m e n t , s o m e s m a r t f a s t f o o d r e s t a u r a n t 
o w n e r s s h o u l d r e c o g n i z e t h a t t h e c o s t o f a c q u i r i n g a n e w c u s t o m e r i s m u c h h i g h e r 
t h a n t h e c o s t o f k e e p i n g a c u r r e n t c u s t o m e r . L o y a l c u s t o m e r s c a n b e m o r e p r o f i t a b l e , 
e s p e c i a l l y o v e r t h e i r l i f e t i m e , t h a n c u s t o m e r s w h o s w i t c h r e s t a u r a n t s o n a r e g u l a r 
b a s i s . T h e r e f o r e , C R M f o c u s e s o n i d e n t i f y i n g a n d n u r t u r i n g t h e b e s t c u s t o m e r s a n d 
t r y i n g t o i n c r e a s e t h e l o y a l t y o f t h e r e s t o f t h e c u s t o m e r b a s e . 
I n a d d i t i o n , p r i c e c o m p e t i t i o n in t h e s e c t o r h a s a l w a y s b e e n k e e n a n d t h e 
a d v e n t o f t h e e c o n o m i c d o w n t u r n h a s f u r t h e r e a t e n i n t o p r o f i t m a r g i n s . ^^ T h e 
m a n a g e m e n t o f C a f e d e C o r a l s u g g e s t e d t h a t v e r y f e w f a s t f o o d r e s t a u r a n t s h a v e b e e n 
a b l e t o m a k e s i g n i f i c a n t p r o f i t s f o r t h e p a s t c o u p l e o f y e a r s . T h o s e r e s t a u r a n t s t h a t 
w e a t h e r e d t h e s t o r m a n d s t a r t e d t o d e v e l o p c o r e c o m p e t e n c e a r e b e c o m i n g h e a l t h i e r 
a n d m o r e e f f i c i e n t t h r o u g h o r g a n i z a t i o n s t r e a m l i n i n g a n d c o s t r e - e n g i n e e r i n g . I n 
a d d i t i o n , t h o s e c o m p a n i e s w h i c h a r e n o t i n t h e f a s t f o o d i n d u s t r y a l s o c o m p e t e f o r t h e 
m a r k e t s h a r e , e . g . P a r k ' n s h o p a n d 7 - E l e v e n , t h e y n o w o f f e r t a k e - a w a y l u n c h b o x i n 
c h e a p p r i c e s . I t i s n o t e a s y f o r f a s t f o o d r e s t a u r a n t , e s p e c i a l l y t h o s e p r i v a t e s m a l l f a s t 
27 The 2002 annual report of Cafe de Coral 
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f o o d r e s t a u r a n t s t o w i n in t h e b a t t l e . C R M i s o n e o f t h e m e a n s t o s p e c i a l i z e 
t h e m s e l v e s . I t i n v o l v e s n o t o n l y t h e c o l l e c t i o n w h a t c u s t o m e r s ' d e m a n d s , b u t a l s o o n 
t h e w a y h o w t o c h a n g e t h e o p e r a t i o n o f t h e c o m p a n y t o s u i t t h e n e w r e q u i r e m e n t f r o m 
c u s t o m e r s . T h e s e d e v e l o p m e n t s b e n e f i t n o t o n l y t o t h a t c o m p a n y , b u t a l s o t o t h e 
w h o l e f a s t f o o d i n d u s t r y . O t h e r w i s e , w h e n t h o s e g i a n t s e a t u p t h e w h o l e p i e , t h e 
i n d u s t r y w i l l n e a r l y b e c o m e o l i g o p o l y . 
O n t h e o t h e r h a n d , s o m e f a s t f o o d r e s t a u r a n t s , e . g . C a f e d e C o r a l , a l r e a d y 
l a u n c h e d t h e i r C R M p r o g r a m . T h e n o r m s o f c u s t o m e r c a r e w i l l b e c o m e a m a r k e t 
t r e n d s o o n . I f a f a s t f o o d r e s t a u r a n t d o e s n o t s t a r t t o p u t e f f o r t o n t h e C R M 
d e v e l o p m e n t , i t w i l l b e e a s i l y p h a s e d o u t i n t h e i n d u s t r y . E a r l y a d a p t o r s q u i c k l y 
r e c a p t u r e t e c h n o l o g y u p g r a d e a n d o p e r a t i o n c o s t s a n d b u i l d m a r k e t s h a r e . A s 
c u s t o m e r m a n a g e m e n t b e c o m e s p r e v a l e n t i n a m a r k e t , C R M b e c o m e s a m a t t e r o f 
s u r v i v a l a n d m a r k e t s h a r e r e c a p t u r e b e c o m e s i n c r e a s i n g l y d i f f i c u l t . K n o w i n g w h a t 
y o u r c u s t o m e r s ' r e q u i r e a n d p r o v i d e t h e i r n e c e s s i t i e s a c c o r d i n g l y i s a n e a s i e r w a y t o 
i n c r e a s e p r o f i t . I t m a y b e m o r e e f f e c t i v e a n d c o s t e f f i c i e n t . O n t h e o t h e r h a n d , s m a l l 
i n d i v i d u a l f a s t f o o d r e s t a u r a n t s m a y n o t h a v e e n o u g h c a p i t a l t o a f f o r d C R M . I n t h e 
f o l l o w i n g s e c t i o n , w e w i l l e x p l a i n t h e b e n e f i t s o f r u n n i n g C R M in f a s t f o o d 
r e s t a u r a n t s a n d t h e r e a s o n s w h y C R M is n o t s o c o m m o n i n H o n g K o n g i n d e t a i l s . 
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Easy to define target customers 
C R M is a b l e t o le t c o m p a n i e s u n d e r s t a n d c u r r e n t a n d p o t e n t i a l c u s t o m e r 
v a l u e b y h a v i n g s e g m e n t a t i o n s t a t i s t i c s a n d a n a l y s i s . It p r o v i d e s r e a l - t i m e a c c e s s t o 
c u s t o m e r d a t a . B a s e d o n t h e a n a l y s i s , f a s t f o o d r e s t a u r a n t s c a n d e t e r m i n e w h a t k i n d s 
o f c u s t o m e r s a r e m o r e p r o f i t a b l e a n d t h e y c a n c o n c e n t r a t e o n t a r g e t i n g t h e m a s c o r e 
c u s t o m e r s . O n c e t h e y d e f i n e t h e i r o w n t a r g e t c u s t o m e r s , t h e y c a n e a s i l y d e s i g n 
s e r v i c e s a c c o r d i n g t o c u s t o m e r s ' n e e d s s u c h a s m e a l s , l o c a t i o n , c o s t a n d p r i c e . T h e 
a b i l i t y o f t a r g e t i n g r i g h t a n d p r o f i t a b l e c u s t o m e r s a r e e s s e n t i a l f o r f a s t f o o d 
r e s t a u r a n t s t o p l a n s h o r t - t e r m a n d l o n g - t e r m b u s i n e s s s t r a t egy . 
B y h a v i n g p o w e r f u l d a t a a n a l y s i s a n d i m p r o v e m e n t in i n f o r m a t i o n u p d a t e 
a n d s h a r i n g o f t h e C R M s y s t e m w i t h i n b r a n c h e s , d e p a r t m e n t s a n d s u p p l i e r s , f a s t f o o d 
r e s t a u r a n t s a r e a b l e t o e x p e d i t e m o r e e f f e c t i v e s t r a t e g i c p l a n n i n g , m o r e e f f i c i e n t 
p o l i c y f o r m u l a t i o n a n d b e t t e r b u s i n e s s d e v e l o p m e n t . A s t h e y u n d e r s t a n d w h a t t h e i r 
c u s t o m e r s ' d e s i r e , t h e y s h o u l d h a v e t h e a b i l i t y t o p o s i t i o n t h e i r s e r v i c e s a p p r o p r i a t e l y . 
I n o t h e r w o r d s , s i m i l a r t o w h a t R o b e r t S . K a p l a n a n d V . G . N a r a y a n a n ( 2 0 0 1 ) 
c o m m e n t e d " f o r s e r v i c e c o m p a n i e s , c u s t o m e r p r o f i t a b i l i t y is f a r m o r e i m p o r t a n t t h a n 
p r o d u c t p r o f i t a b i l i t y b e c a u s e t h e c o s t s o f p r o v i d i n g a s e r v i c e a r e u s u a l l y d e t e r m i n e d 
b y c u s t o m e r b e h a v i o u r " ^ ^ . 
28 Robert S. Kaplan and V.G. Narayanan 2001，"Measuring and Managing customer Profitability." 
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Retain Loyal Customers and Attract New Customers 
L o y a l c u s t o m e r c a n b e l e s s c o s t l y t o s e r v e a s y o u d o n o t n e e d t o p l a y e x t r a 
c o s t s o n i n t r o d u c i n g y o u r b r a n d a n d p r o d u c t s t o y o u r e x i s t i n g c u s t o m e r s . I f y o u c a n 
c r e a t e a n d m a i n t a i n c u s t o m e r l o y a l t y , it m a y b e m o r e p r o f i t a b l e i n t h e l o n g r u n . 
I m p l e m e n t i n g C R M in f a s t f o o d r e s t a u r a n t s c a n h e l p t h e m a n a g e m e n t t o h a v e m o r e 
k n o w l e d g e o f t h e i r c u s t o m e r p r e f e r e n c e s a n d h a b i t s . F o r e x a m p l e , r e c o r d t h e n u m b e r 
o f s e l l i n g s p e c i a l c o l d d r i n k s i n h o t w e a t h e r . I t m a y r e f l e c t c u s t o m e r s ' p r e f e r e n c e s o n 
d r i n k s , t h e n t h e r e s t a u r a n t s c a n l a u n c h s i m i l a r d r i n k s i n s u m m e r . C R M o f f e r s a 
v e h i c l e b y w h i c h f a s t f o o d r e s t a u r a n t s c a n b e t t e r m a n a g e t h e i r b i g g e s t a s s e t , 
c u s t o m e r s . 
O n t h e o t h e r h a n d , a g o o d d e s i g n o n d a t a m i n i n g o f C R M c a n i m p r o v e 
c u s t o m e r f e e d b a c k c h a n n e l s a n d t h e i r d a t a . T h e s e d a t a c a n i m p r o v e t h e r e s t a u r a n t s ' 
a b i l i t y t o i d e n t i f y a n d t o p r o v i d e t h e b e s t s e r v i c e t o t h e m o s t p r o f i t a b l e c u s t o m e r s . 
R e c o g n i z i n g c u s t o m e r n e e d s a n d t h e n p r o v i d i n g t h e i r n e e d s a c c o r d i n g l y n o t o n l y 
r e t a i n t h e e x i s t i n g c u s t o m e r s , b u t a l s o a t t r a c t n e w c u s t o m e r s ' a t t e n t i o n . H e n c e 
r e s t a u r a n t s c a n c r e a t e a n o t h e r g r o u p o f l o y a l c u s t o m e r s a n d i t s m a r k e t i n g s h a r e w i l l 
b e i n c r e a s e d . 
Journal of Cost Management. September/October. 
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Improve Customer Service 
C R M f a c i l i t a t e s f a s t f o o d r e s t a u r a n t s t o k n o w m o r e a b o u t i n d i v i d u a l 
c o n s u m p t i o n b e h a v i o u r s . A c c o r d i n g t o t h e p a s t c o n s u m p t i o n r e c o r d o f e a c h 
i n d i v i d u a l c u s t o m e r , t h e n e w l y - b u i l t b u y i n g m a c h i n e s c a n p r o v i d e s h o r t - c u t f o o d 
s e l e c t i o n t o c u s t o m e r s a n d a l l o w t h e m t o b u y f o o d m o r e q u i c k l y . M o r e o v e r , f a s t f o o d 
r e s t a u r a n t s c a n r e c o g n i z e t h e e a t i n g p o r t i o n o f i n d i v i d u a l c u s t o m e r . T o b e t t e r i m p r o v e 
t h e c u s t o m e r s e r v i c e , f a s t f o o d r e s t a u r a n t s c a n p r o v i d e d i f f e r e n t p o r t i o n s f o r t h e s a m e 
d i s h a n d a l l o w c u s t o m e r s t o c h o o s e . 
Improved marketing and cross-selling effectiveness 
A n o t h e r b e n e f i t o f i m p l e m e n t i n g C R M is t h e i m p r o v e m e n t o f m a r k e t i n g 
a n d c r o s s - s e l l i n g e f f e c t i v e n e s s , e s p e c i a l l y t o t h o s e l a r g e c h a i n f a s t f o o d r e s t a u r a n t s . 
M o s t r e s t a u r a n t s a r e o w n e d b y a G r o u p w h i c h m a y h a v e a n o t h e r l i n e o f r e s t a u r a n t s . 
F o r e x a m p l e , C a f e d e C o r e l H o l d i n g s L i m i t e d h a s C a f e d e C o r e l f a s t f o o d c h a i n s t o r e s , 
A h Y e e L e n g T o n g c h a i n s t o r e s , B r a v o l e C a f e a n d t h e S p a g h e t t i H o u s e e t c . . 
D i f f e r e n t c h a i n s m a y h a v e d i f f e r e n t t a r g e t c u s t o m e r s . H o w e v e r s o m e t a r g e t g r o u p 
m a y o v e r l a p o r m a y b e c o m e a n o t h e r t a r g e t g r o u p o f o t h e r c h a i n s t o r e s . H e n c e d a t a 
f r o m t h e i r C R M d a t a b a s e c a n i m p r o v e t h e m a r k e t i n g a n d a l s o t h e c r o s s s e l l i n g 
e f f e c t i v e n e s s o f t h e G r o u p . B y o r g a n i z i n g j o i n t p r o m o t i o n o r c r o s s s e l l i n g a d v e r t i s i n g 
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f o r t h e s e d i f f e r e n t c h a i n s t o r e s u n d e r t h e s a m e G r o u p , t h e s e m a r k e t i n g s t r a t e g i e s c a n 
e n h a n c e p r o m o t i o n e f f e c t i v e n e s s . I n a d d i t i o n , t h e C R M d a t a c a n a l s o l e t r e s t a u r a n t s 
p r o v i d e f a s t e r r e s p o n s e t o t h e i r c u s t o m e r i n q u i r i e s i n t h e m a n n e r p r e f e r r e d b y t h e 
c u s t o m e r s , e . g . e m a i l , s n a i l m a i l , t e l e p h o n e , i n t e r a c t i v e v o i c e r e s p o n s e , I n t e r n e t c h a t , 
e t c . . O n t h e o t h e r h a n d , s i n c e f a s t f o o d r e s t a u r a n t s h a v e c o l l e c t e d c u s t o m e r s ' p e r s o n a l 
d a t a b y u s i n g O c t o p u s c a r d s a n d q u e s t i o n n a i r e s , t h e y m a y k n o w t h e b i r t h o f 
c u s t o m e r s . W h e n t h e i r b i r t h d a y s a r e c o m i n g , r e s t a u r a n t s c a n s e n d c o u p o n s t o t h e m 
a n d c r o s s - s e l l s p e c i a l s e t o r d e r s f o r t h e i r b i r t h d a y p a r t i e s . T h i s c u s t o m e r a n a l y s i s n o t 
o n l y i m p r o v e s c u s t o m e r s e r v i c e s , b u t a l s o i n c r e a s e s p r o f i t a b i l i t y a n d p r i o r i t i z e s t h e 
a l l o c a t i o n o f r e s o u r c e s t o a c h i e v e t h e h i g h e s t d e g r e e o f c u s t o m e r s ' p e n e t r a t i o n . T h i s 
m e a n s t h e a b i l i t y o f p r o v i d i n g h i g h e r l e v e l o f s e r v i c e a n d i n t i m a c y w i t h t h e i r 
c u s t o m e r s w h i c h in t u r n e n s u r e p r o f i t a b i l i t y . 
Improve brand I corporate image 
C R M i m p l i e s c o m p a n y ' s f o c u s o n c u s t o m e r c a r e . F r o m t h e c u s t o m e r s ' 
p o i n t o f v i e w , c u s t o m e r c a r e m e a n s l o t s o f s e n s e . P s y c h o l o g i c a l l y s p e a k i n g , t h e y f e e l 
t h e i r i m p o r t a n c e t o f a s t f o o d r e s t a u r a n t s . M o r e i m p o r t a n t l y , c u s t o m e r c a r e m e a n s t h a t 
e v e n w h e n c u s t o m e r s s h i f t t h e i r d e m a n d , r e s t a u r a n t s s h o u l d b e a b l e t o r e a c t q u i c k l y 
b y a l i g n i n g t h e i r r e s o u r c e s a n d s t a f f . A t t h e s a m e t i m e , r e s t a u r a n t s w i l l p a y a t t e n t i o n 
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t o t h e v o i c e o f c u s t o m e r s , s t r e s s t h e c o n c e r n f o r q u a l i t y , c u s t o m e r s e r v i c e , c u s t o m e r s ' 
e x p e c t a t i o n a n d t h e i r w a n t s a n d n e e d s . T h e r e f o r e , i t i s c o m m o n l y f o u n d t h a t f a s t f o o d 
r e s t a u r a n t s c a n e n j o y b e t t e r a n d p o s i t i v e c o r p o r a t e i m a g e w h e n t h e y p r o v i d e 
o u t s t a n d i n g c u s t o m e r c a r e t o c u s t o m e r s . 
Utilization of resources 
I m p l e m e n t i n g C R M c a n i n c r e a s e b u s i n e s s p r o d u c t i v i t y t h r o u g h 
a u t o m a t i o n . T h e b e n e f i t s o f g e t t i n g b e t t e r r e s o u r c e s u t i l i z a t i o n b r o u g h t b y C R M c a n 
b e e x p l a i n e d i n b o t h i n t e r n a l a n d e x t e r n a l o p e r a t i o n s . I n t e r n a l l y s p e a k i n g , f a s t f o o d 
r e s t a u r a n t s c a n b e t t e r u t i l i z e l a b o u r r e s o u r c e s i n d a i l y o p e r a t i o n b y c a l c u l a t i n g t h e 
a p p r o p r i a t e n u m b e r o f c u s t o m e r s p e r e m p l o y e e . T h e y c a n a l s o m a n a g e b e t t e r 
d i s t r i b u t i o n o f r e v e n u e s o n m a r k e t s a n d f o o d p r o d u c t s w i t h r e f e r e n c e t o t h e d e g r e e o f 
c u s t o m e r s a t i s f a c t i o n . M o r e o v e r , t h e y c a n b e t t e r u t i l i z e t h e m a r k e t i n g e x p e n s e s t h a t 
t y p i c a l l y t a r g e t t o l o y a l c u s t o m e r s . E x t e r n a l l y s p e a k i n g , t h e p r e c i s e u n d e r s t a n d i n g o f 
c u s t o m e r s ' d e m a n d g e n e r a t e d f r o m t h e C R M s y s t e m c a n f a c i l i t a t e f a s t f o o d 
r e s t a u r a n t s t o o r d e r r i g h t q u a l i t y a n d q u a n t i t y o f f o o d f r o m s u p p l i e r s . 
A n a p p r o p r i a t e m a t c h b e t w e e n i n t e r n a l a n d e x t e r n a l o p e r a t i o n f o r s u r e c a n 
e n h a n c e o p e r a t i o n a l e f f i c i e n c i e s . I t c a n i n c r e a s e c u s t o m e r p r o f i t a b i l i t y a n d a v o i d 
m i s a l i g n m e n t b e t w e e n d e m a n d b y c u s t o m e r s a n d s u p p l y b y s u p p l i e r s . T h i s c a n 
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m i n i m i z e t h e p o s s i b i l i t y o f g e t t i n g a d e c l i n e i n p r o f i t s w h e n f a s t f o o d r e s t a u r a n t s 
i n c r e a s e i n c u s t o m i z a t i o n in s e r v i c e . 
Coordination with external parties 
C u s t o m e r s ' p r e f e r e n c e p r o v i d e s v a l i d a n d u p - t o - d a t e i n f o r m a t i o n a b o u t 
f o o d q u a l i t y a n d q u a n t i t y . T h i s e n s u r e s f a s t f o o d r e s t a u r a n t s t o o r d e r a p p r o p r i a t e l y 
f r o m s u p p l i e r s . T h i s i s e s p e c i a l l y i m p o r t a n t w h e n f a s t f o o d r e s t a u r a n t s p r o m o t e n e w 
f o o d i t e m s a n d a r e n o t s u r e a b o u t t h e a c c u r a c y o f f o o d q u a n t i t y n e e d e d a n d t h e 
s a t i s f a c t i o n o f f o o d q u a l i t y . T h e i n s t a n t i n f o r m a t i o n a v a i l a b l e f r o m t h e C R M s y s t e m 
e n a b l e s t h e f a s t f o o d r e s t a u r a n t s t o i n c r e a s e o r d e c r e a s e t h e i r o r d e r f r o m s u p p l i e r s 
q u i c k e r , m o v i n g in l i n e w i t h t h e d e m a n d o f c u s t o m e r s . 
Facilitate of internal operation 
Staff to customers 
F o r f a s t f o o d c h a i n s t o r e s , C R M e n s u r e s a b e t t e r l a b o u r a r r a n g e m e n t a n d 
m a n a g e m e n t . B a s e d o n t h e n u m b e r o f c u s t o m e r s s e r v i n g n o r m a l l y , f a s t f o o d 
r e s t a u r a n t s s h o u l d b e a b l e t o p r e p a r e e n o u g h s t a f f t o o f f e r a s s i s t a n c e o r p r o v i d e 
n e c e s s a r y a s s i s t a n c e w h e n r e q u i r e d b y c u s t o m e r s . 
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Stores to stores 
C R M is e s p e c i a l l y i m p o r t a n t f o r f a s t f o o d c h a i n s t o r e s . T h e s y s t e m 
e n s u r e s b e t t e r d a t a c o n s i s t e n c y a m o n g d i f f e r e n t f a s t f o o d r e s t a u r a n t s e v e n t h e y a r e 
o p e r a t e d u n d e r a f r a n c h i s e a r r a n g e m e n t . T h r o u g h t h e s y s t e m , e a c h s t o r e c a n s h a r e 
a n d m a k e u s e o f t h e c o m m o n d a t a b a s e a n d k n o w l e d g e . T h i s c a n f a c i l i t a t e r e s o u r c e s 
s h a r i n g a n d a c h i e v e b i g g e r e c o n o m i e s o f s c a l e s . T h e c e n t r a l i z e d d a t a b a s e c a n a l s o 
e n s u r e t h e a v a i l a b i l i t y o f f o o d in a l l s t o r e s . 
Daily operation e.g. ordering, inventory control 
T h e i n s t a n t d a t a r e c o r d a n d c o n s u m e r b e h a v i o u r i n f o r m a t i o n c a n a l l o w 
f a s t f o o d r e s t a u r a n t s t o p r e v e n t b o t h e x c e s s o r d e r i n g a n d i n s u f f i c i e n t o r d e r i n g . T h i s 
w e l l i n v e n t o r y c o n t r o l c a n a t t r i b u t e t o a r e d u c t i o n o f c o s t . 
Simplified operation flow 
C R M m i n i m i z e s t h e m a n u a l s y s t e m a n d i n c r e a s e s t h e i n f o r m a t i o n p r o c e s s . 
U s e f u l d a t a c a n b e c a p t u r e d w i t h o u t u s i n g m a n u a l d a t a i n p u t , w h i c h m a k e s t h e 
o p e r a t i o n f l o w m o r e c o m p l i c a t e d . P u t i t i n a n o t h e r w a y , t h e C R M s y s t e m e v e n 
s i m p l i f i e s o p e r a t i o n f l o w b y s a v i n g t i m e a n d l a b o u r c o s t . 
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CHAPTER VIII 
THE REASON FOR LOW USAGE OF CRM IN THE INDUSTRY 
A l t h o u g h m a n y c o m p a n i e s u n d e r s t a n d t h e b e n e f i t s from C R M , f e w 
c o m p a n i e s a p p l y C R M in t h e i n d u s t r y . T h e f i r s t a n d p r i m a r y r e a s o n m a y b e d u e t o 
t h e h u g e i n v e s t m e n t a m o u n t a n d t h e u n c e r t a i n t y o f e f f e c t i v e n e s s . I n d e e d c o m p a n i e s 
r e q u i r e t o m a k e s i g n i f i c a n t i n v e s t m e n t s i n d e v e l o p i n g C R M t o i m p r o v e c u s t o m e r 
e x p e r i e n c e . H o w e v e r t h e l a c k o f d i s c i p l i n e in t r a c k i n g k e y p e r f o r m a n c e 
m e a s u r e m e n t s m a y f r i g h t e n t h e m a n a g e m e n t t h e a c t u a l e f f e c t i v e n e s s o f t h e p r o g r a m . 
F r o m t h e s u r v e y o f C a p G e m i n i E r n s t & Y o u n g 2 0 0 5 2 % d o n o t k n o w t h e ROI^® 
from C R M i n i t i a t i v e s . T h e l e v e l o f s o p h i s t i c a t i o n in t r a c k i n g C R M m e t r i c s a n d s a l e s , 
m a r k e t i n g a n d s e r v i c e p e r f o r m a n c e i n d i c a t o r s is l a c k i n g a c r o s s t h e i n d u s t r y . T h e 
m a n a g e m e n t m a y o n l y r e c o g n i z e t h a t t h e y n e e d t o i n v e s t h u g e a m o u n t o f f u n d s f o r 
t h e e x e c u t i o n o f C R M , i n c l u d i n g t h e h a r d w a r e a n d s o f t w a r e d e s i g n a n d d e v e l o p m e n t , 
a n d t h e t r a i n i n g a n d m a i n t e n a n c e . I n a d d i t i o n , d u e t o t h e k e e n c o m p e t i t i o n a n d l a c k 
o f c u s t o m e r s ' d e s i r e s r e s e a r c h , c o m p a n i e s g e n e r a l l y b e l i e v e t h a t l o w p r i c e is t h e i r 
o n l y c o n c e r n . W h a t t h e y f o c u s is c o s t c o n t r o l l i n g , a n y a d d i t i o n a l i n v e s t m e n t o n 
i m p r o v i n g s e r v i c e s is n o t t h e i r c o n c e p t . C o m p a n i e s j u s t w a n t t o f i n d o u t h o w t o l o w e r 
29 Cap Gemini Ernst & Young 2001，"Realizing Return on Investment from CRM" 
ROI refers as Return on Investment. It can be defined as net future cash flows set against initial 
investment. 
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t h e i r c o s t s s o a s t o c h a r g e t h e i r c u s t o m e r s l o w e r p r i c e i n o r d e r t o a t t r a c t m o r e v i s i t o r s . 
T h e y b e l i e v e t h e i r c u s t o m e r s o n l y c o n c e r n t h e p r i c e . I f r e s t a u r a n t s c a n p r o v i d e l o w 
p r i c e b u t r e a s o n a b l e q u a l i t y o f m e a l s , c u s t o m e r s w i l l b e s a t i s f i e d . T h e y t r e a t a l l 
c u s t o m e r s t h e s a m e . H o w e v e r t h e y m a y n o t n o t i c e t h e c h a n g i n g c u s t o m e r 
e n v i r o n m e n t , e . g . c u s t o m e r s ' t a s t e s , e x p e c t a t i o n a n d r e q u i r e m e n t s . A s w e m e n t i o n e d 
b e f o r e , i n i m p l e m e n t i n g C R M , t h e r e w o u l d b e s i g n i f i c a n t c o s t s a v i n g a n d r e v e n u e 
g r o w t h . I n a d d i t i o n , w i t h t h e h e l p o f i n f o r m a t i o n f r o m c u s t o m e r s , c o m p a n i e s c a n r u n 
t h e i r o p e r a t i o n m o r e s m o o t h l y a n d e f f i c i e n t l y . 
W h i l e t h e e c o n o m i c p r e m i s e i s i r r e f u t a b l e a n d o p p o r t u n i t i e s f o r i m p r o v e d 
C R M a b o u n d , t h e c h a l l e n g e s a n d p i t f a l l s a r e m a n y . E v e n t h o u g h t h e m a n a g e m e n t o f 
t h e f a s t f o o d r e s t a u r a n t s d e c i d e t o r u n C R M , t h e r e is n o t m u c h a p p r o p r i a t e C R M 
s y s t e m a n d p r o f e s s i o n a l s a v a i l a b l e i n t h e m a r k e t . F o r i n s t a n c e , t h e t e c h n o l o g i c a l 
c a p a b i l i t y o f t h e f r o n t - e n d s t a f f t o a c c e s s a l l c u s t o m e r i n d i v i d u a l p r o f i l e s f r o m t h e 
b a c k o f f i c e i n r e a l t i m e i s s t i l l a n i s s u e . C o m p a n i e s r e q u i r e t o d e s i g n a n d c u s t o m i z e 
t h e a v a i l a b l e C R M s y s t e m t o s u i t t h e i r s i t u a t i o n . T h e y m a y n e e d t o p a r t n e r w i t h 
r e l a t e d I T c o m p a n i e s a n d c o n s u l t i n g c o m p a n i e s o r e x p e r t i s e s . E a c h s e c t i o n a n d 
d e p a r t m e n t o f t h e c o m p a n y r e q u i r e s t o p m a n a g e m e n t s u p p o r t a n d m a y n e e d t o 
p a r t i c i p a t e i n t h e p r o j e c t . I n f a c t , u n i f y i n g t h e c o m p a n y b e h i n d C R M a n d m a n a g i n g 
t h e s h i f t i n b u s i n e s s f o c u s a n d c u l t u r e r e q u i r e d f o r a c o m p a n y - w i d e a p p r o a c h a r e t h e 
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t w o c h a l l e n g e s m o s t f r e q u e n t l y c i t i e d a s b a r r i e r s t o s u c c e s s f u l C R M i n i t i a t i v e s b y 
C R M i n d e x p a r t i c i p a n t s . 
N e v e r t h e l e s s , it is s t i l l w o r t h f o r t h e f a s t f o o d i n d u s t r y t o c o m p l e t e C R M 
i n i t i a t i v e s . W h a t t h e c o m p a n i e s i n v e s t i n g e t t i n g t o k n o w t h e i r c u s t o m e r s — t h e i r 
a t t i t u d e s a n d b e h a v i o u r , t h e y w i l l s e e a d e q u a t e r e t u r n i n n e a r f u t u r e . B e s i d e s , t h e 
o p p o r t u n i t y c o s t s o f n o t b e i n g a b l e t o r e c o g n i z e a n d d i f f e r e n t i a t e t h e s e r v i c e t h a t t h e 




I n o r d e r t o w i n t h e b a t t l e i n f a s t f o o d i n d u s t r y , e v e r y p l a y e r k n o w s t h a t 
c o s t c o n t r o l i s o n e o f t h e m a i n c o n c e r n s , h o w e v e r s o m e o f t h e m s t i l l f a i l i n t h e f i g h t . 
W e b e l i e v e t h a t : 
• h o w w e l l d o y o u i d e n t i f y t h e p r e f e r e n c e s o f y o u r c u s t o m e r s ? 
• h o w f a s t y o u a c t o n t h e k n o w l e d g e o f y o u r c u s t o m e r s ? 
• h o w f a s t y o u r e s p o n d ? 
a r e t h e c u e s t o w i n t h e c o m p e t i t i o n . O u r i n d u s t r y e n v i r o n m e n t a n a l y s i s o n t h e f a s t 
f o o d i n d u s t r y i n H o n g K o n g s h o w s t h a t m o s t f a s t f o o d r e s t a u r a n t s o n l y f o c u s o n c o s t 
c o n t r o l . H o w e v e r w e h a v e a d i f f e r e n t p o i n t o f v i e w . T h e i n v e s t m e n t o n C R M a d d s 
v a l u e b e c a u s e C R M h e l p s u s t a i n t h e c o r e c o m p e t e n c e o f f a s t f o o d r e s t a u r a n t s . I n t h e 
l o n g r u n , r e s t a u r a n t s n o t o n l y e a r n p r o f i t s f r o m c u s t o m e r s p u r c h a s e , b u t a l s o b e n e f i t 
f r o m t h e i r i n f o r m a t i o n - M a n a g i n g c u s t o m e r s f o r v a l u e . 
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APPENDIXES 
Appendix 1 Exhibit 1: The statistics of restaurant receipts & purchase 
for 2Q 2002 
STATISTICS OF RESTAURANT RECEIPTS AND PURCHASJSS FOR 2ND QUARTER 2 0 0 2 | I : I — — … 
‘ —— — 一 … 一 ： ― … … 一 — I ： — I 
TABLE 1 ： RESTAURANT RECEIPTS AND PURCHASES _ 
Q 1 2 0 0 2 Q 2 2 0 0 2 — _ ] 
, ！ ( R E V I S E D FIGURES) J(PROVISIONAI FIGURES) 厂 I 
JOTAL RESTAURANT RECEIPTS ； ( H K $ MILLION) | 13 ,726 .00 ‘ I 13 ,081 .10 : 
—ITOTALPURCL^SESBYTESLAURANTS ( H K $ MILLION) , 一 4 , 7 1 4 . 2 0 | 4 , 3 2 4 . 7 0 ； R “ J 
…—I 一 ； — . - _ 丨 - 1 ； I ‘ ’ ‘  - . ： 
T y p e Index of r e s t a u r a n t rece ip t s 
of (Qua r te r l y a v e r a g e of 
Index O c t . 1999 - S e p . 2 0 0 0 = 1 0 0 ) % C h a n g e 
Q 1 2 0 0 2 Q 2 2 0 0 2 Q 1 - Q 2 2 0 0 2 ~ 
Q 1 2 0 0 2 Q 2 2 0 0 2 * o v e r _ _ ove r o v e r — 
T y p e o f R e s t a u r a n t Q 1 2 0 0 1 Q 2 2 0 0 1 * Q 1 - Q 2 2 0 0 1 * 
“ ( P o i n t s ) ~ (Po in t s ) ( % ) ( % ) 一 ( % ) 
(A ) ALL RESTAURANTS VALUE 9 5 - 5 . 6 
VOLUME — 95 .8 _ 91 .9 — - 4 . 8 — •4 .7 — -4 .7 
( B ) BY TYPE OF RESTAURANT 
GHINSSG RESTAURANTS VALUE — 94 .4 8 7 -7 “ - 7 .2 -7 .1 
“ — VOLUME — 95 .8 89 .3 - 5 . 8 -5 .3 “ - 5 . 6 
“ NON-CHINESE RESTAURANTS — VALUE — 92 .2 89 .5 - 6 . 7 — - 7 . 9 “ - 7 . 3 
VOLUME 93 .1 — 90 .6 - 5 . 8 - 6 . 9 “ -6 .3 
FAST FOOD SHOPS — VALUE ~ 98 .5 95 .7 - 1 . 5 •4 .4 “ - 3 
[[； VOLUME - 98 .3 — 96.1 — - 1 . 7 — -4 .1 - 2 . 9 
BARS “ VALUE 9 4 1 0 8 . 5 ~ 3 .5 — 15.8 — 9 .7 
“ VOLUME 89 .5 102 - 1 . 9 9 .8 — 4 
— OTHER EATING AND DRINKING PLACES VALUE 121 .9 — 141.6 “ 8 .4 14.2 “ 11.5 
VOLUME 123 .2 143 .5 9 .5 15 .8 12 .8 
[NOTES : ； * PROVISIONAL FIGURES. ‘ 二 __ ; I 一 
THE UNDERLINED FIGURES WERE ROUNDED UP TO 5 . ！ I _ —丨 ： 
APPENDIX 2 EXHIBIT 2: THE MOVEMENT OF TOTAL RESTAURANT RECEIPTS 2 Q 2002 
ISTATLSTLCS OF R E S T A U R A N T R E C E I P T S A N D P U R C H A S E S FOR 2 N D Q U A R T E R 2 0 0 2 
I — 1 1 J I J ； — — I —— 
L I A B L E 2 : M O V E M E N T OF T O T A L R E S T A U R A N T R E C E I P T S IN V O L U M E , 
: 3RD Q U A R T E R 2 0 0 0 - 2 N D Q UARTER 2 0 0 2 ！ 
‘ I ‘ R 1 1 - - -. • ： 
‘.‘ ！ I ‘ ！ ‘ ‘ ： 
0 RIGINAL S E R I E S SEASONALLY ADJUSTED S E R I E S 
Y E A R QJJARTER _ — YEAR-ON-YEAJ^RATE OF _ Q^UARTER-TO-QUART^R RATE O^ 
— — …-CIIANGEL"口 — CHANGE(% 
一 2 0 0 0 “ Q 3 一 2 . 4 — 1 . 1 
— 2 0 0 0 - Q 4 1 - 0 . 3 
— 2 0 0 1 Q 1 — 0 . 3 — 0 . 1 — 
— 2 0 0 1 Q 2 — - 0 . 6 ~ - 1 . 4 
— 2 0 0 1 Q 3 - 4 . 4 — - 2 . 7 — 
一 2 0 0 1 Q 4 — - 4 . 4 — - 0 . 3 
— 2 0 0 2 一 Q 1 - - 4 . 8 — - 0 . 5 一 
2 0 0 2 Q 2 ~ - 4 . 7 * - 1 . 3 * — 
NOTES : ！* |PROVISIONAL FIGURES. [ ~ _ — 1—— _ _ _ _ 丄 J " ！ ] "J 
1-1 IF IGURES REFER TO P E RC E N ^ G E C J I ^ N G E S Q Y E R T H E S A M E QUARTER IN THE PRECEDING YEAR. | 
— J-2 [F IGURES REFER TO P E R C E N L A G A C H A N G E S OVER T ^ 上 R I C 杉 J J I G — 色 R T 色 R . — 丄 
I - 3 S E A S O N A L L Y ADJUSTED SERIES M AY BE REVISED AS M ORE DATA B E C O M E AVAILABLE. | 1 
I FOR THE RESTAURANT RECEIPTS I N D E X , ITS SEASONALLY ADJUSTED S E RIE S 7O R TH E PRE CEDING : 
！ 丨THREE YEARS ARE REVISED E A C H YEAR W H E N THE FIGURES FOR THE FIRST QUARTER B E C O M E AVA ILAB IE . 
I IAII FIGURES IN THIS TABLE ARE 1999/2"B00-^S7D^ [ [ — ！ I 
! I T H E UNDERLINED FIGURE W A S ROUNDED UP TO 5 . — I ！ J 
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Appendix 3 Exhibit 3: The GDP of Hong Kong from (2001-2002) 
Gross Domestic Product (GDP) bv economic activity： Year-on-year percentage changes in real terms: 
Services industry: Restaurants and hotels : 
Year-on-year % change Year-on-year % change 
YEAR 2 0 0 1 1 3 % YEAR 2 0 0 1 - 4 . 5 % 
I Q OF 2 0 0 1 3 ^ 0 I Q OF 2 0 0 1 - 3 . 2 % 
2 Q OF 2 0 0 1 R ^ 2 Q OF 2 0 0 1 - 1 . 0 % 
3 Q OF 2 0 0 1 3 Q OF 2 0 0 1 - 5 . 7 % 
4 Q OF 2 0 0 1 K W O 4 Q OF 2 0 0 1 - 7 . 6 % 
I Q OF 2 0 0 2 K D % I Q OF 2 0 0 2 - 5 . 4 % 
Appendix 4 Exhibit 4: The Employment distribution 
Employment (other thaiTthose In the Civil Service) bv selected major sector ! | 
I I i ！ “ 
Persons engaged (empioyment) | Percentage change 
Selected—major sector Mar. 2001 .....—_ Dec' 2001 —— I Mar. 2002 i _ .一Mar. 2002 一 IVter. 2002# 
—.. — …- , i over]ilW「2001 ~~ over Dec. 2001 
- |_T 
ManufactuiinT" 217 OOP 203 0 0 ^ 一 197 4^ D0 _—丨 -9 ！ 
：： — ： — j L I M 
Construction sites 'SY'SOO : 76 600 : :=:-2§_毀0:二「一::"1二「一 -12:4 M “.— 
�[nanualwwter^lyL _； —— (:1..7) 
Wholesale, retail and “ f o i / ~ ' 9 9 7 0 0 0 一二二 —__?^ _1卫0 — . … ： -2.1 -0.1 — 
import/export trades. . J-1.-0) 
restaurants and hotels 
Transport, storage a n d — : 181 SOOT " 1 1 181 7 0 0 : 181.30^ —J iQ：? L — _ T — 而 
一 COMMUNICATIONS | @ — 
FINANCING, INSURANCERREAL _ _ " 4 2 8 9 0 0 “ 4 3 3 9 0 0 4 2 3 4 0 0 — : - 1 , 3 L J Z Z Z S Z T : : 
ESTATE AND BUSINESS ( - 0 . 8 ) 
S^ERVICES 一 _ — .... . — . .. . … 一 ― 
COMMUNITY, SOCIAL A N D ^ 二 — 3 6 0 5 0 G _ _ _ = 3 8 5 1 0 0 : — — 3 9 2 1 0 0 — 3 3 . 二 
PERSONAL SERVICES C I Z J ( + 1 . 3 ) 
APPENDIX 5 EXHIBIT 5: THE POPULATION STRUCTURE IN YEAR 2001 
Age groiy 2001 
85+ I L L I I ！ 
8 0 - 8 4 I MALE I I 1 1 • IFEINALEI 
完二芸 j i |—^―——^ I I NfedianAge 36 
65-69 I I I ‘ I I I Sex Ratio ogn 
6 0 - 6 4 [ J C Z I Z ： 丨 丨 
5 5 - 5 9 , I I I 
5 0 - 5 4 ！ I _ _ , ! 
4 5 - 4 9 ！ I I ！ 
4 0 - 4 4 I I 
3 5 - 3 9 I I 
3 0 - 3 4 ！ I I 
2 5 - 2 9 I I — I； 
2 0 - 2 4 I I I ！ 
15-19 ! I " T 1 
10-14 I '| - T ! 
5 - 9 [ I 丨丨丨 [ 
0 - 4 ！ I I I I i 
4 0 0 3 0 0 2 0 0 1 0 0 0 1 0 0 2 0 0 3 0 0 4 0 0 T l o u s a n d s 
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Appendix 6 Exhibit 6: The 5-Year Financial Summary of Cafe De Corapi 
FOR THE FIVE YEARS ENDED 31ST MARCH, 2002 
(Amounts expressed in Hong Kong dollars) 
CONSOLIDATED INCOME 
STATEMENTS 
2002 2001 2000 1999 1998 
$'000 $'000 $'000 $'000 $'000 
Turnover 2,613,547 2,540,326 2,408,822 2,350,904 2,181,544 
Cost of sales (2.219.469) (2.167.477) (2,039,906) (2.048.894) (1,894.753) 
Gross profit 394,078 372,849 368,916 302,010 286,791 
Administrative expenses (119,501) (115,730) (125,225) (116,930) (108,076) 
Other revenue, net 61.096 54.540 49.604 55.806 42.424 
Profit from operations 335,673 311,659 293,295 240,886 221,139 
Finance costs (21,417� (25.987) (39,514� (52.441) (52,587) 
314,256 285,672 253,781 188,445 168,552 
Share of profit of an associate 1,499 731 - - -
Share of profit of jointly controlled entities 6.948 3.141 - - = 
Profit before taxation 322,703 289,544 253,781 188,445 168,552 
Taxation (42.703) (37,970) (34.963) (16,005) (29,371� 
Profit attributable to shareholders 280,000 251,574 218,818 172,440 139,181 
Dividends (106.523� (94,333) (78.992� (71.300� (71.083) 
Retained profit for the year 173,477 157,241 139,826 101,140 68,098 
Retained profit brought forward 858.461 701.220 561.394 460.254 392.156 
Retained profit carried forward 1-031.938 858.461 701,220 561.394 460,254 
Basic earnings per share 51.24 cents 45.84 cents 39.63 cents 32.81 cents 26.92 cents 
Diluted earnings per share 5Q.5Q cents 45.78 cents 39.55 cents 32.75 cents 26.91 cents 
31 The 2002 annual report of Cafe de Coral Holding Limited 
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Exhibit 6: The 5-Year Financial Summary of Cafe De Coral (Con' tp 
CONSOLIDATED BALANCE SHEETS 
2 0 0 2 2 0 0 1 2 0 0 0 1 9 9 9 1 9 9 8 
$ ' 0 0 0 $ ' 0 0 0 $ ' 0 0 0 $ ' 0 0 0 $ ' 0 0 0 
A S S E T S 
NON-CURRENT ASSETS 
FIXED ASSETS 9 5 3 , 8 4 6 8 9 0 , 1 5 4 8 6 1 , 4 1 3 8 7 3 , 2 6 9 9 2 1 , 3 8 3 
CONSTRUCTION IN PROGRESS - 一 5 , 3 3 8 3 , 3 6 4 1 ,423 
TRADEMARKS 2 5 , 4 5 8 2 8 , 1 6 2 3 1 , 2 8 6 3 4 , 5 9 0 3 8 , 3 1 3 
NOTES RECEIVABLE _ — — 一 2 3 2 , 6 8 7 
INVESTMENT IN AN ASSOCIATE 8 3 6 1 ,614 - — -
INVESTMENT IN JOINTLY CONTROLLED ENTITIES 2 5 , 7 1 7 14 ,339 - - -
Other investments 18,533 18.547 18,562 18.562 12.992 
1.024.390 952.816 916.599 929.785 1.206.798 
Current assets 
Stocks, at cost 48,836 49,375 54,188 49,866 54,107 
Prepayments and deposits 148，163 122,154 101,369 97,087 100,162 
Trade and other debtors 26,561 25,475 16,092 15,903 19,225 
Short-term investment in promissory notes - - - 257,119 24,432 
Short-term investments 6,448 9,169 - - 一 
Cash and bank placements 650.981 681,313 524.714 419.757 141.318 
880.989 887.486 696.363 839,732 339,244 
Current liabilities 
Short-term bank borrowings 150,000 236,541 221,278 481,294 141,182 
Trade creditors 57,096 58,198 52,129 53,367 47,039 
Other creditors and accrued liabilities 164,610 153,232 146,780 138,301 133,743 
Taxation payable 6.727 12.428 11,424 10,314 7.352 
378,433 460.399 431.611 683.276 329.316 
Net current assets 502.556 427.087 264.752 156.456 9.928 
Total assets less current liabilities 1.526.946 1.379.903 1.181.351 1.086.241 1.216.726 
Non-current liabilities 
Non-current bank loans 80,000 100,000 31,536 62,893 389,091 
Deferred taxation 16.235 11,379 __12,015 9.983 20.683 
96.235 111.379 43.551 72.876 409.774 
NET ASSETS 1.430.711 1,268.524 1^137.800 1.013.365 806,952 
CAPITAL AND RESERVES 
Share Capital 54.573 54.689 55.066 55.179 50,873 
Share Premium 105,375 112,332 125,958 129,707 28,867 
Capital Redemption Reserve 64,697 53,930 35,212 27,633 26,785 
Exchange Translation Reserve 1,012 1,179 (1,186) (1,007) (1,134) 
Capital Reserve (2,470) (2,470) 11,704 11,704 11,704 
Property Revaluation Reserve 3,052 7,102 7,807 19,157 19,157 
Contributed Surplus 172,534 183,301 202,019 209,598 210,446 
Retained Profits 1,031.938 858.461 701.220 561.394 460.254 
Total Reserves 1.376.138 1.213.835 1.082.734 958.186 756.079 
Shareholders ' equity 1.430.711 1,268,524 1,137.800 1.Q13.365 806.952 
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Appendix 7 The English and Chinese version of the questionnaire 
Fast-Food Service Survey 
G r e e t i n g s ! W e a r e s t u d e n t s o f t he M B A P r o g r a m m e o f t h e C h i n e s e U n i v e r s i t y o f H o n g K o n g . W e a re n o w 
c o n d u c t i n g a s t u d y a b o u t t h e c u s t o m e r s e rv i ce in f as t f o o d i n d u s t r y in H o n g K o n g . O u r g o a l is to s e e h o w the 
f a s t f o o d c o m p a n i e s c a n i m p r o v e the i r s e rv i ce so tha t c u s t o m e r s can h a v e an e n j o y a b l e e x p e r i e n c e . W e 
w o u l d b e v e r y g r a t e f u l i f y o u c a n t a k e a f e w m i n u t e s t o a n s w e r t h e f o l l o w i n g q u e s t i o n s a n d g i v e a n y 
c o m m e n t s . 
Part I General Information 
1. W h i c h m e a l d o y o u ea t o u t m o s t ? ( C h o o s e all tha t app ly , i n c l u d i n g all k i n d s o f r e s t a u r a n t s ) 
• B r e a k f a s t • L u n c h • D i n n e r • t ea b r e a k • O t h e r 
2 . O n a v e r a g e , h o w o f t e n d o y o u ea t o u t e a c h w e e k ? 
• 0 - 1 • 1 - 2 • 3 - 4 • 4 - 5 • 6 o r m o r e 
3. W h a t t y p e s o f r e s t a u r a n t s d o y o u m o s t o f t e n v i s i t ? ( C h o o s e all t ha t a p p l y ) 
• L o c a l S t y l e F a s t F o o d • A m e r i c a n S t y l e F a s t F o o d • I t a l i an R e s t a u r a n t ( c a u s a l ) 
(e.g. Maxim 's Express) (e.g. McDonald ’s) (e.g. Pizza Hut) 
• L o c a l S t y l e ( c a u s a l ) • C h i n e s e S t y l e ( f o r m a l ) • W e s t e r n S t y l e 
(e.g. Ocean Empire Congee) (e.g. Maxim's Chinese Restaurant) (e.g. Steak Expert) 
• A s i a n S t y l e • C o f f e e s h o p • O t h e r s , p i s . s p e c i f y : 
(e.g. Genki sushi) (e.g. Starbucks) 
4 . H o w m a n y t i m e s y o u v is i t f a s t f o o d r e s t a u r a n t s o n a v e r a g e ? 
• A l w a y s , t i m e s p e r d a y 
• O f t e n , t i m e s p e r w e e k 
二 S e l d o m , t i m e s p e r m o n t h 
] N e v e r (end of questionnaire and thank you for your participation) 
5. H o w m a n y p e o p l e y o u wi l l g o w i t h w h e n y o u v is i t f a s t f o o d r e s t a u r a n t ? 
• o n l y m y s e l f • 1 - 2 p e r s o n s 
] 3 - 4 p e r s o n s 口 m o r e t h a n 4 p e r s o n s 
Part II Dining Habits 
1. W h i c h o f t h e f o l l o w i n g f a s t f o o d r e s t a u r a n t s a r e y o u o f t e n v i s i t ? 
(Please prioritize, 5 is the most frequent, 1 is the less frequent one) 
C a f e d e C o r a l D e l i f r a n c e F a i r w o o d 
H H H a r d e e ' s 哈 迪 斯 H Z J o l i b e e K F C 
M a x i m ' s E x p r e s s M c D o n a l d ' s O l i v e r ' s S u p e r S a n d w i c h e s 
Z H W o n d e r f u l C a f e 大 滿 貫 Y o s h i n o y a 吉 野 家 O t h e r s , p l e a s e s p e c i f y : 
2 . W h i c h o f t h e f o l l o w i n g f a s t f o o d r e s t a u r a n t s a r e y o u m o s t s a t i s f i e d ? 
(Please prioritize all the restaurants in the following, 5 is the most satisfied, 1 is the less satisfied one) 
C a f e d e C o r a l D e l i f r a n c e F a i r w o o d 
^ Z H H a r d e e ' s 哈 迪 斯 J o l i b e e Z Z I K F C 
M a x i m ' s E x p r e s s M c D o n a l d ' s O l i v e r ' s S u p e r S a n d w i c h e s 
W o n d e r f u l C a f e 大 滿 貫 Y o s h i n o y a 吉 野 家 O t h e r s , p l e a s e s p e c i f y : 
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3. W h a t m o s t i n f l uences y o u r cho ice of fas t f ood res tauran t? 
(Please prioritize the top 5 choices, 5 is the most important, 1 is the least important) 
Pr ice Service Fas t & C o n v e n i e n c e 
L o c a t i o n Decora t ion F o o d Qua l i t y 
F o o d var ie t ies Clean l iness Others , p l ea se spec i fy : 
4 . W h i c h o f the f o l l o w i n g c a m p a i g n s wil l at tract y o u to visi t that fas t f o o d re s t au ran t m o r e o f t e n ? 
(Please prioritize the top 5 choices, 5 is the most influence, 1 is the least influence) 
Freeb ie s or d i scoun t g i f t s C h a n g i n g m e n u regu la r ly 
Spec ia l d i s coun t Specia l m e n u (e.g. seasona l , fes t iva l ) 
Spec ia l se rv ice (e.g. de l ivery) Exc lus ive faci l i t ies (e.g. In terne t , T V ) 
C o m p e t i t i o n wi th g i f t Others , p l ease spec i fy : 
5. T h e f a c t o r tha t c rea tes the m o s t nega t ive exper i ence for m e ea t ing out is... (P lease on ly 
c h o o s e o n e a n s w e r ) 
• Wa i t i ng T i m e 口 P o o r Serv ice • P o o r F o o d Qua l i ty 
• L a c k o f c lean l iness Q U n r e a s o n a b l e Pr ice • P o o r F o o d se lect ion 
• O t h e r s , p l ea se spec i fy : 
6. A s a resu l t o f a n e g a t i v e expe r i ence w o u l d y o u re turn to the s a m e res tauran t? 
] Y e s • N o • D e p e n d s 
7. W h a t t i m e o f d a y w o u l d y o u m o s t l ikely visi t fas t f o o d res taurant fo r .. 
B r e a k f a s t L u n c h Tea b reak D i n n e r 
• B e f o r e 8 : 0 0 a m • 11:00am - 12 :30pm • 2 : 0 0 p m - 3 : 0 0 p m • 6 : 0 0 p m - 8 : 0 0 p m 
• 8 : 0 0 a m - 9 : 3 0 a m • 1 2 : 3 0 p m - 2 : 0 0 p m • 3 : 0 0 p m - 4 : 0 0 p m • 8 : 0 0 p m - 9 : 0 0 p m 
] 9 : 3 0 a m - 11 :00am • 2 : 0 0 p m - 3 : 0 0 p m • 4 : 0 0 p m - 6 : 0 0 p m • a f t e r 9 : 0 0 p m 
• O t h e r s , p i s s p e c i f y • Others , p i s s p e c i f y • Others , p i s s p e c i f y • O the r s , p i s s p e c i f y 
口 N e v e r 口 N e v e r • N e v e r • N e v e r 
8. O n a v e r a g e , h o w m u c h do y o u spend w h e n y o u eat ou t at fas t f o o d res tauran t f o r .. 
B r e a k f a s t L u n c h Tea b reak D i n n e r 
• less t han $ 1 0 • less than $10 • less than $10 • less than $ 1 0 
• $11 - $ 2 0 • $11 - $ 2 0 • $11 - $ 2 0 n $11 - $ 2 0 
• $21 - $ 3 0 • $21 - $ 3 0 • $21 - $30 • $21 - $30 
• $31 - $ 4 0 n $31 - $ 4 0 n $31 - $40 • $31 - $ 4 0 
• $41 - $ 5 0 • $41 - $ 5 0 n $41 - $ 5 0 • $41 - $50 
• g r ea t e r than $ 5 0 • g rea te r than $ 5 0 • g rea te r than $50 • g rea te r than $ 5 0 
• N e v e r 口 N e v e r • N e v e r • N e v e r 
9. D i d y o u m e e t a n y c a m p a i g n s f r o m fas t f o o d res tauran t s w h i c h can i m p r o v e their serv ice or 
a t t r ac t ing y o u to vis i t t h e m aga in? 
I I C u s t o m e r sa t i s fac t ion s u r v e y • C h a n g i n g m e n u regu la r ly 
Z l Spec ia l p r o m o t i o n (e .g . d i scoun t , g i f t ) • Spec ia l m e n u (e.g. seasona l , fes t ival ) 
• Spec ia l s e rv i ce (e.g. de l ive ry ) • E x c l u s i v e faci l i t ies (e.g. In ternet , T V ) 
] S h o p s c o m p e t i t i o n (e.g. C lean l iness ) 口 O the r s , p l ea se spec i fy : 
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10. In gene ra l , a re y o u sa t i s f ied wi th the current services o f fas t f o o d s h o p ? 
• • • • • 
1 2 3 4 5 
very sat isf ied very disappointed 
11. A n y th ings y o u w a n t fas t f o o d shop can improve? 
Part III Personal Information 
1. W h a t is y o u r g e n d e r ? • M a l e • F e m a l e 
2. W h a t is y o u r age? 
• U n d e r 2 0 • 2 0 to 2 9 • 30 to 39 • 4 0 to 4 9 • 50 to 59 
• 6 0 to 6 9 • 70 and over 
3. W h e r e d o y o u cur ren t ly l ive? 
• Cen t r a l & Wes te rn Dis t r ic t • Eas te rn Dist r ic t • K o w l o o n Ci ty Dis t r ic t 
] K w a i Ts ing Dis t r ic t • K w u n T o n g Dist r ic t • I s land Dis t r ic t 
] N o r t h Dis t r ic t • Sai K u n g Dist r ic t 口 Sha Tin Dis t r ic t 
] S h a m Shu i P o Dis t r ic t • Sou the rn Dist r ic t • Ta iPo Dis t r ic t 
I ] T u e n M u n Dis t r ic t • Tsuen Wan Dist r ic t • W a n C h a i Dis t r ic t 
• W o n g Tai Sin Dis t r ic t • Yau Ts im M o n g Dist r ic t • Yuen L o n g Dis t r ic t 
• O t h e r 
4 . W h i c h o f the f o l l o w i n g bes t desc r ibes y o u r occupa t i on? 
• S t u d e n t • P ro fes s iona l • B l u e col lar 
] W h i t e co l la r • S e l f - e m p l o y e d • H o u s e w i f e 
• Re t i r ed • O t h e r s 
5. W h a t is y o u r mar i t a l s ta tus? 
• S i n g l e • M a r r i e d 
6. P l e a s e e s t i m a t e y o u r m o n t h l y h o u s e h o l d i n c o m e (in H K dol lars) . 
• L e s s t han $ 1 0 , 0 0 0 • $ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 • $ 2 0 , 0 0 0 - $29 ,999 
• $30,000 - $39,999 口 $40,000 - $49,999 口 $50,000 - $59,999 
• $ 6 0 , 0 0 0 - $ 6 9 , 9 9 9 • $ 7 0 , 0 0 0 - $ 7 9 , 9 9 9 • $80 ,000 or m o r e 








• 早 餐 • 午 餐 口 晚 餐 口 下 午 茶 • 其 他 
2.閣下每星期平均在外出吃飯有多少次？ !• 0-1 0 1 - 2 0 3 - 4 • 4 - 5 1116或以上 
3.閣下通常會選擇下列那種類型的餐廳？(可選擇多於一項答案） 
• 本 地 快 餐 店 口 美 式 快 餐 店 • 意 式 餐 廳 
(例如：美心快餐） （例如：麥當勞） （例如：必勝客） 
• 茶 餐 廳 、 粥 粉 麵 店 • 中 式 餐 廳 / 酒 樓 口 西 式 餐 廳 
(例如：海皇粥店） （例如：美心大酒樓） （例如：机王之王） 
• 亞 洲 特 色 餐 廳 • 咖 啡 店 • 其 他 ’ 請 註 明 ： 
(例如：元氣壽司） （例如：星巴克STARBUCKS) 
4 . 閣 下 平 均 會 光 顧 快 餐 店 多 少 次 ？ 
• 經 常 ， 每 天 次 
• 間 中 ， 每 星 期 次 
• 很 少 ， 每 個 月 次 
•從不〔問卷完，謝謝！〕 
5.閣下通常會與多少人光顧快餐店？ 
• 自 己 一 人 口 1至 2人 




大家樂 大磨坊Ddifrance 大快活 
哈迪斯Hardee，s 祖樂比Jolibee 肯德基家鄕雞 
美心快餐 麥當勞 利華超級三文治店 
大滿貫 吉野家 其他，請註明： 
2.閣下對下列那一間快餐店的服務非常滿意？ 
(請排列“5”表示非常滿意，“1”表示非常不滿意） 
大家樂 大磨坊Delifmnce 大快活 
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哈迪斯Hardee’s 祖樂比Jolibee 肯德基家鄕雞 
美心快餐 麥當勞 利華超級三文治店 
大滿貫 吉野家 其他’請註明： 
3.下列那項因素會影響閣下對快餐店的選擇？ 
(請依其重要性排列，“5”表示“最重要”，“1”表示“最不重要”） 
價錢 服務 快捷、方便 
地點 環境佈置 食物品質 








•長時間等候 • 服 務 差 口食物品質差 口種類選擇少 
•環境不淸潔 •價錢不合理 •其他’請註明： 
6.雖然有以上的不快經驗’閣下仍會光顧該餐廳嗎？ 
• 會 • 不 會 •看情況而定 
7.閣下通常會於那段時間在快餐店享用•• 
早 餐 午 餐 下 午 茶 晚 餐 
• 上 午 8 : 0 0 前 • 上 午 1 1 : 0 0 至 1 2 : 3 0 • 下 午 2 : 0 0 至 3 : 0 0 • 下 午 6 : 0 0 至 8 : 0 0 
• 上 午 8:00 至 9 : 3 0 • 下 午 12:30 至 2:00 • 下 午 3:00 至 4:00 口 晚 上 8:00 至 9 : 0 0 
• 上 午 9 : 3 0 至 1 1 : 0 0 • 下 午 2 : 0 0 至 3 : 0 0 • 下 午 4 : 0 0 至 6 : 0 0 • 晚 上 9 : 0 0 以 後 
• 其 他 ’ • 其 他 ’ • 其 他 ’ • 其 他 ’ 
請註明： 請註明： 請註明： 請註明： 
• 從 不 光 顧 • 從 不 光 顧 • 從 不 光 顧 • 從 不 光 顧 
8 . 閣 下 平 均 會 用 多 少 錢 購 買 . . 
早 餐 午 餐 下 午 茶 晚 餐 
• $10以下 口 $10以下 口 $10以下 • $10以下 
• $11 -$20 • $11 -$20 • $11 -$20 • $11 -$20 
• $21 - $30 • $21 - $30 • $21 - $30 • $21 - $30 
• $31 - $40 • $31 - $40 • $31 - $40 • $31 - $40 
• $41 - $50 • $41 - $50 • $41 - $50 • $41 - $50 
• $50以上 • $50以上 • $50以上 • $50以上 








1 2 3 4 5 
非 常 滿 意 非 常 不 滿 意 
1 1 . 閣 下 認 爲 快 餐 店 仍 可 有 那 些 改 進 ？ 
丙 部 
1 . 性 別 ： [ • 男 [ • 女 
2 . 年 齡 ： • 2 0 歲 或 以 下 [ 1 1 2 0 至 2 9 歲 • 3 0 至 3 9 歲 [ 1 1 4 0 至 4 9 歲 
• 5 0 至 5 9 歲 • 6 0 至 6 9 歲 • 7 0 歲 或 以 上 
3 . 閣 下 居 住 在 . . . 
• 中 西 區 • 東 區 • 九 龍 城 區 
• 葵 青 區 口 觀 塘 區 • 離 島 區 
• 北 區 口 沙 田 區 • 西 貢 區 
• 深 水 • 南 區 口 大 埔 區 
• 屯 門 區 口 荃 灣 區 口 灣 仔 區 
• 黃 大 仙 區 • 油 尖 旺 區 • 元 朗 區 
• 其 他 
4 . 閣 下 的 職 業 是 . . . 
• 學 生 口 專 業 人 士 口 藍 領 
• 白 領 口 自 僱 人 士 口 家 庭 煮 婦 
• 退 休 人 士 • 其 他 
5 . 婚 姻 狀 況 ： • 獨 身 口 己 婚 
6.閣下的每月總家庭收入大約(以港幣計算). 
• $10,000 或以下 • $10，000-$19,999 • $20,000 - $29,999 
• $30,000 - $39,999 • $40,000 - $49,999 • $50,000 - $59,999 
• $60,000 - $69,999 • $70,000 - $79,999 • $80，000 或以上 
全卷完，謝謝！ 
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Appendix 11 Results of the survey: Implication 
Question 1; Which meal do you eat outside most? 
% of respondents 
, … 38% 
40% n 
3 0 % - 2 5 % 
2 � % - ^ 齒 1 6 % 
1 0 % — 1 % 
0 % -I 1— R ： 1 ^ — ' 1 ‘ ― 1 — 1 
BREAKFAST LUNCH DINNER TEA BREAK OTHERS 
QUESTION 2; O N AVERAGE, HOW OFTEN DO YOU EAT OUTSIDE EACH WEEK? 
% OF RESPONDENTS 
4 0 % - 3 6 � / � 
3 0 % - 2 3 % 2 1 % 满 ： 
2 0 % - 1 4 % R ~ " 1 " " " 
1 0 % 1 ：， 、:::': 
0% I——丨 丨——I i — — — — ‘ — — — — , — — 丨 ——n 
0-1 1-2 3-4 4-5 6 or more 
Question 3; What types of restaurants do you most often visit? 
% of respondents 
19% 19% .70/ 
2 0 % 1 _ 1 (ZO 
13% F — 1 
LO/O -IQO/ 
1 0 % - 门 门 6 % 7 % 7 % 
5 % I 丨 门 门 闺 1% 
0 % —‘——R I—— 1 1 1 ^ ‘ ‘ “ 1 
Local Style Local Style Asian Style American Chinese Coffee Italian Western Others 
Fast Food (casual) Style Fast Style shop Restaurant Style 
Food (formal) (casual) 
Question 4; How many times do you visit fast food restaurants on average? 
% of respondents 
6 0 % 5 3 % 
5 0 % I 
4 0 % - 麵 : 2 7 % 
3 0 % 180/0 、 . ‘ ： ‘ R - ~ 
2 0 % ；- ^ 
1 0 % - V：； ：：/• • ' '1 1 % 
0 % -] 卜 . . � , J , 111 ‘ ‘;丨丨 , . 
ALWAYS OFTEN SELDOM NEVER 
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Question 5: How many people will you go along with when you visit fast food 
restaurant? 
% of respondents 
6 0 % N 4 9 % 
50% 
4 0 % - 2 5 % 
30% - 21% 广 
2 0 % I — I I .O/ 
1 0 % - , /:‘ 、： . " O 
..，••.？•‘ I 1,1 ••"•'I 
0 % I" 1 — , 1 1 1 丨 , 
Only myse l f 1-2 people 3-4 people More than 4 people 
Appendix 9 Results of the survey: Part II 
Question 1: Which of the following fast food restaurants do you often visit? 
Average Score 
4.00 
3.50 2.99 321 
3 . � 0 P I 2.38 N 
2.50 R I > I 175 
2.00 V' ‘ 1.48 I 134 _ _ 
1 . 5 0 •"••； 1 . 0 4 1 — 1 ； I 1 . 0 3 _ 1 . 1 0 
1 . 0 0 - R - — 1 ‘ 0 . 6 0 0 . 5 4 ！- • ’ F T ^ 说 — I T T 
0-50 ..! , 1 - 1 … 门 ^ [•：1 ,:.:.: M :《:::：0.14 
0.00 � I —1—— �——I——••••••‘ -- -1 I—丁」 I 1 1 -J 1---•‘—-1— > I —J 1 I ,— I- R II—-, 
TO TO W ① 
I ^ I 1 I I - I 








3.00 - 2.77 2 38 「 
PI _ 1.83 ； f 1.54 
1.50- % 1.16 1 _ ：；； 1.14 1.23 m p n 
1.00 、： m : 0 . 7 � 0.77 •； p . r q _ _ 
0-50 .。： • ； : > • 网 n ？ 一 4 a �_05 
0 00 ——LMMI LJBMJ T LILTAJ , I^AAAAAJ , J- I � V I T � 
‘ 1 -I 1 ^^  § I I I 1 I I I 
•O T "5 O) Q « RO -O 
I I ^ 毫 玄 1 I 






Question 3: Which of the following factors most influences your choice of fast food 
restaurant? 
Average Score 
4 . 0 0 n 
3.51 
3.50 3.25 ^ … 1—1 
_ 3 . 0 2 
3.00 R N 2.79 
2 . 4 7 ‘ 2 . 4 8 二： 
2 . 5 0 ； ！ . ’ 1 — I 
2.00- ： .1 ^ . 1.85 ；• •：| ， ; 
1.50 ‘ ： . I . . , 丨、 ！ .::.、, 
1.00 , ： : : � � ‘ ’ : . I 
0 .50 , ‘ ‘ ； ； ： I \：'| 0 .03 
0 .00 I - T I I I ' R "^‘―‘•‘ 1 1 ’ I |丨"‘I 1 ‘ ‘ T ‘ 1 1—— 111 1 ^ 1 
(S> C W OJ G W G W 
•U .Q -N .2 .Y S M ^ C RO FC 
D： 15 G 1 E： S C O B . 尘 3 £ 
° O O £ 
Question 4: Which of the following campaigns will attract you to visit those fast 
food restaurants more often? 
A v e r a g e Score 
4 . 0 0 n 
3.51 
3 . 5 0 P — N 
2 . 8 8 
3.00 … _ _ 
2 . 5 0 2 . 3 3 J 2 :34 
•“ I 
2 . 0 0 • . ： . . ： . ； 
1.50 ‘ ； 1.29 1.18 
0 . 9 3 R - R ^ 
1.00 , I •^：：丨 
0.50 二 0.17 
-.‘：. 
0 . 0 0 ] — I — _ L — — r I : " - � — — , . 1 r - — — — ' 1 L _ _ J ,——I. I——, 
Freebiesor Special Special Competition Changing Special Menu Exclusive Others 
discount gift discount service (e.g. with gift Menu (e.g. seasonal) facilites 
delivery) 
Question 5: Which of the following factors create the most negative experience 
when you are eating outside? 
% of responden ts 
3 5 % N 3 1 % 
3 0 % 1 
2 5 % - 2 0 % 2 1 % 
2 0 % | — ^ R - 1 ? 
：；.；；；• ； R ~ L 8 % 
I U /O “ , . . . . , . ••‘ R>N/ 
50/0- ,. .:.,》:; ；. 2% 1% 
0 % 1 ^ 1 ‘―——' 1 , ‘―—' ； ‘ I 1 . “ 1 
Wait ing Time Lack of Ftoor Serv ice Unreasonable Ftoor Food Poor Food Others 
c leanl iness Price Quality select ion 
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Question 6: As a result of that negative experience, would you return to the same 
restaurant? 
% of respondents 
6 0 % 丨 5 4 % 
5 0 % I:::......:.、:. 
4 0 % 娜 : 
3 0 % I : 
2 0 % 8 % 
1 0 % • 8 '。 • V 々'广 2 % 
� ‘ I • 
0 % + 1 1 1 ‘ ‘ ‘ ‘ ‘ 
Yes No Depends Unanswered 
Question 7a: What time of the day would you most likely visit fast food 
restaurants for breakfast? 
% of respondents 
40O/O , 3 7 % 
1 F—~ 2 9 % 
3 0 % I 
2 0 % 1 3 % 1 2 % • J： 
7 % 
10% R 1 R ^ 2% _ _ , 
0 % - I — — ^ ~ ~ L . ' ' — — . ‘ - ' ‘ ~ — ‘ ‘ ‘ ‘ — — ‘ 
Before 8:00am 8:00am- 9:30am 9:30am- Others Never Unanswered 
11:00am 
Question 7b: What time of the day would you most likely visit fast food 
restaurants for lunch? 
% of respondents 
8 0 % 1 7 4 % 
6 0 % 
4 0 % 
•110/ 
2 0 % . 4 % 5 % 1 % ^ 5 % 
, I � ' ) � - I I I 
0 % -J ‘ ‘ — — , , ‘ ‘ T — — 1 ‘ ‘ ‘ ‘ ‘ 丨 
11:00am- 12:30pm- 2:00pm- 3:00pm Others Never Unanswered 
12:30pm 2:00pm 
Question 7c: What time of the day would you most likely visit fast food 
restaurants for tea break? 
% of respondents 
33 /o 
3 5 % 1 … ， 
3 0 % - 2 6 % I , I 2 6 % 
2 5 % 「 - 1 . ‘I 
2 0 % - - : " 
1 5 % - 鎖 9 % 
3 % .、.:/X.. 3 % R ^ 
5 % - . ；“。,.:..，••= ',•'.'；•：. 
0 % 1 I , > . ‘ ‘ I 1 1 
2:00pm- 3:00pm 3:00pm- 4:00pm 4 :00pm- Others Never Unanswered 
6:00pm 
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Question 7d: What time of the day would you most likely visit fast food 
restaurants for dinner? 
% of respondents 
3 5 % 1 J ! ! ^ 2 8 % 
3 0 % 2 4 % 
2 5 % I I 
2 0 % - ‘ 
！ 0 % 7 % 7 % 
• • 2 % _ _ _ 门 
0 % - | I I 1 1 LM^^^M^MML | I 1 1 
6:00pm- 8:00pm 8:00pm- 9:00 After 9:00 pm Others Never Unanswered 
pm 
Question 8a: On average, how much do you spend on eating in fast food 
restaurants for breakfast? 





20O/O - 8% 11% 6% 
10% - _ _ N 0% 0% 0% 
0 % ——I—-I~, , . . ‘ I “ ‘ ― — ‘ ~ 1 一 ~ , 
LESS THAN $ 1 1 - $ 2 0 $ 2 1 - $ 3 0 $ 3 1 - $ 4 0 $ 4 1 - $ 5 0 MORE THAN NEVER UNANSWERED 
$ 1 0 $ 5 0 
QUESTION 8B: O N AVERAGE, HOW MUCH DO YOU SPEND ON EATING IN FAST FOOD 
RESTAURANTS FOR LUNCH? 
% OF RESPONDENTS 
70% N 63% 
6 0 % 
5 0 % 
4 0 % 
3 0 % 130/0 
10% : 1% 二 R — I 1% 2% 二 40/0 
0 % - , — — I I——, 1 — I — — — ‘ • _ ‘ 1 ‘ ‘‘ ‘‘ ‘ ‘ ‘ ‘ 1 
LESS THAN $ 1 1 - $ 2 0 $ 2 1 - $ 3 0 $ 3 1 - $ 4 0 $ 4 1 - $ 5 0 MORE THAN NEVER UNANSWERED 
$ 1 0 $ 5 0 
QUESTION 8C: O N AVERAGE, HOW MUCH DO YOU SPEND ON EATING IN FAST FOOD 
RESTAURANTS FOR TEA BREAK? 
% OF RESPONDENTS 
6 0 % 1 55% 
5 0 % - R~~~ 
4 0 % -
3 0 % - 2 1 % 
2 0 % - 1 2 % 1 7 ^ 7 % 
1 0 % 2 % | — N 2 % 0 % 0 % ,裕’ , , 
"F .• •‘ I 
0 % ——• ‘——, -I——, ,——• •— - , , , I——‘ ‘——1 
LESS THAN $ 1 1 - $ 2 0 $ 2 1 - $ 3 0 $ 3 1 - $ 4 0 $ 4 1 - $ 5 0 MORE THAN NEVER UNANSWERED 
$ 1 0 $ 5 0 
8 3 I 
Question 8d: On average, how much do you spend on eating in fast food 
restaurants for dinner? 
% of respondents 
300. 2 8 % 叫而 24% 
2 5 % - —— 1 9 % 
13% R N 
1 5 % 9 % 
1 0 % - T 6 % 
5 % 0 % 1 % . ' - 厂 
0 % ,“―‘ _一T 1~~~‘- ‘~"-‘-~—1—-‘~‘^―—^I I 
LESS THAN $ 1 1 - $ 2 0 $ 2 1 - $ 3 0 $ 3 1 - $ 4 0 $ 4 1 - $ 5 0 MORE THAN NEVER UNANSWERED 
$ 1 0 $ 5 0 
QUESTION 9 : DID YOU MEET ANY CAMPAIGNS FROM FAST FOOD RESTAURANTS WHICH CAN 
IMPROVE THEIR SERVICE OR ATTRACT YOU TO VISIT THEM AGAIN? 
% OF RESPONDENTS 
3 5 % N ^ 2 7 % 
3 0 % 
2 5 % 
2 0 % 1 1 0 / 
8 � / � 40/0 7 % ^ 60/0 5 % 
認 j _ 0 - , , r - 1 , n , I I , I I , 网 I n n , 
Customer Special Special Shops Changing Special Exclusive Others 
satisfaction promotion service competition menu menu facilitie 
survey regularly 
Question 10: In general, are you satisfied with the current services of fast food 
restaurants? 
% of respondents 
6 0 % 5 4 % 
5 0 % • " “ 
40O/O - 360/0 
3 0 % 
2 0 % . 0 / 
1 0 % - 2 % 1 % 1 % 
0 % J — — • I — — , , . — — I 丨 — — ^ — — — ‘ — — — 1 
1 (most 2 3 4 5 (least Unanswered 
satisfied) satisfied) 
Question 11: Any things do you want fast food restaurants to improve? 
R e s p o n s e r a t e o f t h i s q u e s t i o n i s 3 4 % 
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Appendix 11 Results of the survey: Implication 
Question 1; Gender of respondents 
% of respondents 
70% - 59% 
60% 




10% , 1% 
O^X) 1 I I 
Male Female Unansw ered 
Question 2; Age of respondents 
% of respondents 
, … 38% 
40% 
3 0 % - 2 3 % 
1 9 % 
2 0 % [ — J 
9 % RO/ 
1 0 % • 6 / O 
R N I — J 1 % 0 % 3 / 。 
UNDER 2 0 2 0 TO 2 9 3 0 TO 3 9 4 0 TO 4 9 5 0 TO 5 9 6 0 TO 6 9 7 0 AND OVER UNANSW ERED 
QUESTION 3; LIVING PLACES OF RESPONDENTS 
% OF RESPONDENTS 
1 6 % 1 5 % 
挑 N 120/0 
12% 10% N 
1 0 % R-J 
8 % 7 % 
6 % 6 % 口 
6 % 5 % 5 % 门 5 % ^ 门 > 
鬥 鬥 N 鬥 . N 4 % •安‘ 4 % 
40/ n 门 3% n m 3% ；^  3% n 
H . 门 2 % 2% 口 门 2 % 另 2 % 岡 
2% n n �. n n n i ^ • 
0 % I 1 - 1 I “ L J _ , — l — I — ^ - L - J ~ ~ r - ^ — ^ ― I — ' •• I • • * ~ i * •—广* 「 r 」 • i • • ! • • 丨 • 丨 , i ~ ~ r — i 
E i j£ i E o, g E 运 c ^ c lE (2 1 I "S 





Question 4; Occupation of respondents 
% OF RESPONDENTS 
5 0 % 45% 
4 0 % -
3 0 % 23% 
2 0 % 15� /° 
10% 1 � / � I N 30/0 ^ 10/0 5% 10/0 
0% LI I [_!—「— 1 I • I , ‘~I 1 门 I 1 r n I 
Student White collar Retired Professional Self- Blue collar Housewife Others Unanswered 
employed 
Question 5: Marital status of respondents 




4 0 % 31% 
3 0 % R ： ~ — 
20% 11% 
0 % - I — J . L - ^ ‘ , 
Single Married Unansw ered 
Question 6: Monthly household income respondents 
% of respondents 
25% 1 22% 190/0 
2 0 % - " " “ 15% 
T5% 12% 门 11% 10% 门 
10% - ~ ~ R N 口 4 % 2% 2 % 4 % 
5 % I ~ I , _ , , _ _ , I — , 
0 % — L _ J — 广 - L _ _ — _ - I —R " —「-^ ' —-‘ L--一广—I 1 ~ , I — 1 一 ~ , L ：— J ~ R — I , 
l § § i § 1 i l § 1 i | i | § 1 I g 1 
置 s i s p p g s I S s s I -
D 
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Appendix 11 Results of the survey: Implication 
Frequent-visit customers & the number of people they are going with to the fast 
food restaurants 
% of respondents 
6 0 % 1 4 8 % 
5 0 % _ _ 
4 0 % 2 7 % 
3 0 % - 2 0 % . . . . . 、 
2 0 % - : . ,,， ‘ . 50/ 
1 0 % 仏 
0% I — — I , 1 — I . _ I — — — , 卜 , ‘ I , 
ONLY 1 - 2 3 - 4 MORE 
myself people people than 4 
people 
Seldom-visit customers & their reasons of dissatisfaction 
% of respondents 
4 0 % . 3 6 % 
3 0 % - 。 
20O/O 17% ^ 16% 
R ~ N — 1 8% 
2 % OO/O 
0% — I — I — . ~ ~ ~」一， . ‘ ― J . ^ ^ ^ — ~. N 
Waiting Time Lack of Poor Service Unreasonable Poor Food Poor Food Others 
cleanliness Price Quality selection 
Frequent-visit customers & the factors affecting their revisit once they got 
negative experience 
% of respondents 
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